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Commercial Pictures? 


We've been making *em for 28 years! 


Analyze any Paramount picture and you'll find that behind the entertamment 
there’s plenty of “selling.” You'll discover that every opus we've turned out since 
Paramount was a pup has had those elements all commercials should have Each 
one has been custom-built to sell something to the Great American Public - . . to 
sell thrills, or romance, or adventure . . . to establish a style, or a trend . . . to 
put over difficult abstract ideas... or to create quickly a mass market for some- 

: thing concrete, as we’ve done time and again when, through skilful presentation, 
we've transformed some unknown into a national celebrity overnight! 


Paramount knows how to produce pictures that sell—whether they’re for 
ourselves, or for you. We've taken some of our experts in audience appeal, called 
“em “The Industrial Film Division,” and they’re now exclusively at your service. 
They ll take your special problem, build it into a selling script, wrap it in pro- 
fessional entertainment, and give you a finished picture you'll be proud of. 


Ivll be a commercial, all right—but at the same time it will be living, vital 
stuff! Which is exactly the kind of picture American audiences have been getting 
from Paramount since 1912. 


Why not call or write today and discover what Paramount can do for you? 
No obligation, of course. 


P.S. Our first Industrial Film Division production, **The Miracle of Milk,” 
produced for the State of New York, and distributed independently, has broken all 
records for theatrical playdates by any picture of its type ... and have you seen 
“While the City Sleeps,” the picture everyone's talking about? We made it for Ford 
Motor Company. We'll be happy to arrange screenings for you, at your convenience. 


id Paramount Picture 





your seal of success 


PARAMOUNT PICTURES INC. «+ 1501 BROADWAY, N. Y. C. © INDUSTRIAL FILM DIVISION 











To Sell Better... TELL Better 





O matter how carefully you prepare the business 
film that tells your sales story . .. no matter how 
much time and talent go into its planning and making 
. no matter how much money you invest in it—the 
final step on which success depends is the projector 
with which you show it. If projection falls short of 
theater-quality reproduction of sound and picture, the 
whole show will be mediocre, or ruined. 

It isn’t good business to take that chance... because 
it is a chance you need not take. Filmosound Pro- 
jectors, precision-built by the makers of Hollywood's 
professional equipment, absolutely assure the clear, 
steady, brilliant reproduction of both sound and pic- 
ture that well-made films deserve. The use of Filmo- 
sounds by practically every great film user in American 
industry is conclusive evidence of that. 

Furthermore—Filmosound Projectors positively 
eliminate all possibility of film damage resulting from 
incorrect threading. They cost a year of service 
and are so easy to operate that audience attention is 


focused ON THE PICTURE—wnot distracted by the 
machine. 


There is a Filmosound or Filmo Silent 16 mm. Pro- 
jector for your individual needs. For information, use 
the coupon. Bell & Howell Company, Chicago; New 
York; Hollywood; London. Established 1907. 





Put film approximately in 
place on the new Safe-lock 


Ne” 





Sprocket 





Press the guard. Film drops 
into place, is —e by 
sprocket teet 


6 mm. PROJECTORS 


How Incorrect Threading of Film Is Prevented in FILMOSOUND PROJECTORS 
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self on sprocket teeth 








NEW CONSTANT-TENSION TAKE-UP 


@ The new B&H self-compensating con- 
stant-tension take-up is another improve- 
ment now incorporated in all Filmosound 
Projectors. It eliminates take-up troubles 
at their source .. . automatically maintains 


the proper pull regardless of the size of the 
reel—regardless of the amount of film on 
it. The entire length of film—long or short 
—is taken up smoothly and evenly. Mail 
coupon for complete information. 





Release guard. Film now 
cannot jump off to tear it- 











FILMOSOUND “COMMERCIAL” jis a compact, 


single-case projector offering the utmost in convenience 
and simplicity of operation for the busy salesman. It pro- 
vides uninterrupted three-quarter-hour showings of theater 
quality in salesroom, showroom, hotel room, or moderate- 
sized auditorium. Has 750-watt lamp, powerful amplifier, 
speaker-hiss eliminator, “floating film” protection, and 
provision for using microphone or phonograph 


Sy SN MIR in iatancnswchnenawsucenace $276 


PRECISION-MADE BY 


BELL & HOWELL 








FILMOSOUND ““MASTER”’—. powerful 


16 mm. sound film projector for serving larger 
audiences. Offers a wide range of services $ 
and great audience-handling capacity.. 410 


- We Send You Vhez Be 


with Our Compliments? ™ 


MAIL COUPON FOR 
““SHOWMANSHIP”’ 





BELL & HOWELL COMPANY 
1808 Larchmont Avenue, Chicago, III. 


() Send 36-page, illustrated booklet: 4 

Showmanship, Today's Formula for Selling. 

Send details on Filmosound ( ) “Commercial” 
( ) “Master” 





Name Title 


Company 


Address 


BS NO. 5-40 








Dries 


cated” sound slidefilm subjects on 


GROWING List of ‘“syndi- 
such subjects as salesmanship, safe- 
ty, buymanship and similar general 
topics, including program entertain- 
ment, has prompted Business Screen 
to build a library of these materials 
from which frequent lists can be 
issued. There are several benefits 
to be derived: first, it’s a good way 
to get prospective users acquainted 
with the medium and, secondly, it 
will make for better distribution of 
these sponsored subjects since there 
is no existing distribution agency 
in the field at present. Full details 
will be written 


mailed on your 


request. 


In a Budget of News: 


* Washington’s scrapping of the 
United States Film Service makes 
that the 
progress made in organization and 


it essential considerable 


collating of the various film agen- 
cies be maintained. In an extensive 
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situation, Business 
Sereen will undertake to present a 
comprehensive report to both edu- 
cation and industry on this subject. 
Particularly at this crucial period 
in our national defense program, 
the potent force of the screen must 
not be overlooked. 


Theatre Screen Telecasting 


* Television activity in the New 
York City area is in a change-over 
period with both telecasting equip- 
ment and receivers requiring alter- 
F-M 
assignments. 
News in the field will come from 


ations because of the new 


broadcast channel 
another quarter, we predict, and 
part of this will be glimpsed in the 
interesting announcement from Chi- 
cago Balaban & Katz offices, now 
holders of a telecasting license. The 
firm’s license stipulates that at least 
100 receiving sets must be pro- 
vided at its own expense. English 
prewar successes with large-screen 


THE MAGAZINE OF COMMERCIAL AND EDUCATIONAL FILMS 
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® Business Screen Magazine, issued by Business Screen Magazines, Inc., 20 
North Wacker Drive, Chicago, on July 30, 1940. 


Associates, R. C. 
York offices: 
the Act of June 5, 
annually—plus 4 special numbers. 
$3.50. 50c the copy. Y 
Magazines, Inc. Trademark Reg. U. S. 
as second-class matter is pending. 


Danielson ; 


1934, authorized 


Robert Seymour, Jr. (New York editor). New 
Chanin Building, Phone Murray Hill 4-1054. 

February 20, 1939. 
Subscription $2.00 for 8 numbers. 
Entire contents Copyright, 1940, by Business Screen 
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NEWS AND COMMENT OF THE INDUSTRY 


television in theatres shed 


further light. 


may 


New York Prevue Note 


* The Chanin Building auditorium 
in New York City played host to the 
guests and executives of the Inter- 
chemical Corporation at the preview 
of the Corporation’s new motion 
picture More Than Meets the Eye. 
The picture describes the processes 
and research back of the manufac- 
ture of chemical coatings—inks, in- 
dustrial textile 


finishes, enamels, 


colors. ete. 


* What a natural film subject is 
the life of William H. Mason, re- 
search engineer and namesake of 
Masonite. Similarly the names and 
careers of engineers and scientists 
who contributed to the American 
Way should be recognized as mate- 
rial which the public wants to 
learn about and which only the 
film medium can tell so well. 


* One branch of the International 


Harvester Company (at Spokane, 
Wash., showed the Company’s films 
to a total attendance of 18,750 per- 
sons who came to 150 meetings in 
1939. These were regular dealer- 
showroom invitational perform- 
ances. There were, in addition, 42 
miscellaneous showings, with a total 
attendance of 5,995 persons. 


* News Week claims that the com- 
mercial film industry is due for a 
large-scale boom in_ production 
right about now because of (1) 
“great recent improvement in qual- 
ity as a result of the employment of 
abler directors, etc.” and (2) “the 
new technique of making the film’s 
advertising extremely subtle.” Of 
course, a minor note in all this in- 
crease could possibly be that com- 
mercial films are delivering the 
goods, i. e., selling men and mer- 
chandise. 


* Watch these pages for a compre- 
hensive report on films in Canada. 


—O. H. C.. 
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WHERE YOUR SALES HANG BY A TREAD! 
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—WHEN PROSPECT MEETS SALESMAN 


Illustration from Brobuck Production—‘‘Keep "Em Keyed To Kelvinator”’ 





After the big build-up of your advertising campaign—what 


EXECUTIVE STAFF 
happens? Actually, each sale hangs by a thread—in the hands of 


GEORGE BROSCH President and Director of Sales 














a salesman! How to help him clinch the sale is a daily problem. 


That’s where Brobuck can help you! It has been proven again 
and again that a business film—a dramatic, hard-hitting “pic- 
turized presentation”—is the surest, quickest way to get your 
selling story across to the trade. 


Brobuck’s top flight writers have a combined merchandising 
experience covering 66 different industries. These men have 
been on the sales firing-line. There’s nothing theoretical in 
their ideas. 


Brobuck tackles tough sales training and educational jobs 
with an intelligence and a practical technique that get results 
quickly—at reasonable cost. Interesting case histories provide 
powerful proof! A Brobuck representative will be glad to tell 


WILLIAM ALLEY 
P. S. DREYFUS 
RAY LAWRENCE 


Vice President 
Treasurer 


Comptroller 


FRANK B. MAHON Manager, Manual Department 


EARL E. SEIELSTAD 
CHAS. H. SMITH 
NORMAN TERRY 

G. H. BOBERTZ 
ROBT. G. WATERS 
H. E. HAMMERTON 
HAFORD KERBAWY 
G. L. SCHUYLER 

H. C. BAYLESS 

N. D. ELY 


Script Writer 

Script Writer 

Script Writer 

Script Writer 
Production Manager 
Director of Art 
Director of Photography 
Account Executive 
Account Executive 


Account Executive 








you about them. Call him in now. No obligation. R. L. BUCKINGHAM 


Account Executive 





32 Vital Points 


Write for the Brobuck “Check 
Sheet” covering 32 Vital Points that 


must be considered ina business film 


ROBUCK 
Ww, BY D iW é be 


IS EAST + ll AVENUE: DETROIT: MICHIGAN 
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program—a helpful analysis form. 











MOTION AND SLIDE FILMS—SALES TRAINING—SALES LITERATURE—MERCHANDISING PLANS 
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PARTIAL LIST OF USERS 
OF DA-LITE SCREENS 


ADDRESSOGRAPH-MULTIGRAPH CORP. 


ALLIS CHALMERS MFG. CO. 
BROBUCK, INC. ' 
BUCKINGHAM & ASSOCIATES 


CALIFORNIA FRUIT GROWERS’ 
EXCHANGE 


CHICAGO FILM LABORATORY, INC. 


CHICAGO & NORTHWESTERN 
RAILROAD 


CHRYSLER CORP. 
COMMONWEALTH EDISON CO. 
COOPERS, INC. 


DEERE & CO. 
E. |. DU PONT de NEMOURS & CO. 
REUBEN H. DONNELLEY CORP. 
THE FIRESTONE TIRE & RUBBER CO. 


FISK TIRES 
Division of U. S. Tire Dealers Corp. 


GENERAL MOTORS CORP. 


THE GREYHOUND MANAGEMENT 
COMPANY 


THE JAM HANDY ORGANIZATION 
HART, SCHAFFNER & MARX CO. 
HOUSEHOLD FINANCE CORP. 


INTERNATIONAL BUSINESS MACHINES 


INTERNATIONAL HARVESTER CO. 
INVESTORS SYNDICATE 
JEWELL TEA CO., INC. 
JOHNS-MANVILLE CO. 

S. C. JOHNSON & SONS, INC. 
LEE HAT CO. 
LIBBY, McNEIL & LIBBY 


LUMBERMEN’'S MUTUAL CASUALTY CO. 


MODERN TALKING PICTURE 
SERVICE, INC. 


MODINE MFG. CO. 

JOHN MORRELL & CO. 
PACKARD MOTOR CAR CO. 
THE PENNSYLVANIA RAILROAD CO. 
PROCTER & GAMBLE CO. 
THE PURE OIL CO. 

SAFETY GLASS ASSOCIATION 
SCHULZE BAKING CO. 
STEWART-WARNER CORP. 
THE STUDEBAKER CORP. 
TALKING SALES PICTURES 
THE TEXAS CO. 
WEYERHAUSER SALES CO. 
WILDING PICTURE PRODUCTIONS 
WILLARD STORAGE BATTERY CO. 
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The Da-Lite Model B hanging screen is a popular 
. , ae model for personnel-training classes. The scene shown 
For auditoriums, Da-Lite makes a complete line of screens, with White, on it here 


} is from “Bullet Proof’ —a_ production 
Silver or Glass-Beaded surfaces. The elect ically operated Da-Lite made recently by the Jam Handy Organization for 
Electrol screen offers maximum convenience at moderate cost. Frigidaire Division, General Motors Sales Corporation. 


WHEN THEIR PICTURES MEAN BUSINESS 


OR THEIR BUSINESS IS PICTURES 





Companies, which invest thousands of 
dollars in motion pictures or slidefilms for 
sales work or personnel training, use Da- 
Lite Screens to insure perfect projection. 

Producers, who make industrial films 


and want to be sure that their productions 


ee ee 


are shown at their best, use and recom- 
mend Da-Lite Screens. Theatres, museums, 
schools and universities which use motion 
pictures or slides for entertainment or in- 
struction choose Da-Lite Screens to be sure 
of thoroughly satisfactory showings. 

When you choose screens for your 
motion pictures, filmstrips, or projected 
color slides, you also will want the greater 
brilliance, convenience and durability of 
Da-Lite Screens. Specify DA-LITE and 
look for the familiar Da-Lite trade-mark 
when you buy. 

Da-Lite Screens are available in many 
styles, including the famous Challenger 
(tripod model) which is easy to carry and 
ean be set up anywhere in 15 seconds— 
the only sereen with square tubing to keep 


the case aligned. Ask your producer- 


Modern Talking Picture Service, Inc... finds the Da-Lite Challener dealer for a demonstration! Write today 
very convenient for showing its syndicated sales-training films such 
as “How to Make Your Sales Story Sell” a scene from which is . 

illustrated above. . for literature! Dept. 7B. 


THE DA-LITE SCREEN COMPANY, INC. 


2723 NORTH 


CRAWFORD AVENUE CHICAGO, ILLINGIS 





Business SCREEN 
































Does your Sales Training 


bring results like these? 





PROOF 


If you want proof that Caravel 


Plans get results, check with 


American Can Company 
American Machine and Metals, Inc. 
The Bates Manufacturing Company 

Wallace Barnes Company 

Elack & Decker Manufacturing Company 
Cadillac Motors 
Calco Chemical Company, Inc. 
S. H. Camp & Company 
Cluett, Peabody & Company, Inc. 
Congoleum-Nairn, Inc. 

Dictaphone Corporation 

E. I. duPont de Nemours 

Eberhard Faber Pencil Co. 

Ethyl Gasoline Corp. 
Godfrey L. Cabot, Inc. 

The B. F. Goodrich Company 
Hart Schaffner & Marx 
Jenkins Bros. 
Johns-Manville Corporation 
Kenwood Mills 
National Biscuit Company 
National Lead Company 
Pepsi-Cola Co. 
Socony-Vacuum Oil Company, Inc. 
Swift & Company 
Talon, Inc. 

The Texas Company 


OR ANY OTHER CARAVEL CLIENT 











(DISTRICT REPORTS OF A CARAVEL CLIENT) 


“Closed eight out of ten franchise prospects. 
Every man in the district volunteered to select one prospect 
and to go after him along the lines suggested at the meet- 
ing. Of these ‘guinea-pig’ accounts, eight out of ten were 
closed in thirty days.” 


“Struck most responsive chord of anything in 
years. The meetings were so stimulating that many of the 
men dug up previous training material which now holds 
new meaning for them.” 


“Putting up prize money among themselves. 
The new approach to these old problems has almost made a 
game of study. Of their own volition the men are putting 


up a dime apiece among themselves for prize money.” 


“Meetings have to be shut off. The men would 
continue on indefinitely if permitted. In many instances 
they have remained after meetings and asked to go over 
the same material a second time.” 


To what can these results be attributed ? 


To the medium employed? To sight and sound? In 
a measure, yes. But more important is Caravel’s new 
method of interpreting basic selling principles in 
terms of your own business— your own products — 
your own selling problems. 








CARAVEL FILMS 


INCORPORATED 


New York e 730 Fifth Avenue e Tel. CIrcle 7-6112 





























NuMBER SEVEN ° 1940 


[7] 














July 25, 


visited most <« 


1940 
@ Last MontTH | f 
the major commercial exhibits fea- 


tured at the Fair, but there were a 
few that I missed, so the other day 
I went out to recheck on these and 
to see some of the minor displays. 

Just the day after my previous 
visit a new film was exhibited at 
the Westinghouse Pavilion called 
The Bugaboo of Bugville. It is 
used in the Sterilamp display in 
which ultra-violet light kills off a 
slide of “bugs.” This exciting busi- 
ness is projected on a screen, and 
the motion picture serves as an al- 
legorical introduction to the “live 
talent” performance. Highly inani- 
portray the 
of the slide; strepticoccus, scarlet 


mate figures “bugs 


fever, etc., are represented, and best 
of all. the common cold, an anemic 
looking little bug with a perpetual 
These 


very cleverly contrived; I imagine 


sneeze. “hug” figures are 
if the picture were to have any 
wide-spread circulation they might 
have commercial application, such 
as Disney’s Duck and Pinocchio. 
Bugville is the Kodachrome seat of 
the King of the “Bugs”; at the 
end of the film the killing blue 
light of the Sterilamp annihilates 
them all.. The stop-motion action 
little 
well 


uneven, but that 
counter-balanced by 


seems a 
fault is 
the ingenuity of the idea. 

In the Aviation Building I found 
twenty or thirty teen age boys 
gathered in front of a continuous 
machine and “wowing” at the con- 


Navy 


life at Pensacola. The 


tortions of 
film about 


airplanes in a 


zooming noise on the sound track 


seemed to attract onlookers from 


all over the exhibit. There were 
other continuous projectors in the 
hall but none were operating at 
the time I was there. 

In the space occupied by Aetna 
last year in the Business Systems 
Building built a 
little They Dis- 
covered America. In it, Hollywood 
Stars Robert Kent and _ Elinor 
Stewart play the parts of newly- 
weds taking the Greyhound Great 
Circle Tour for their honeymoon. 
I have a weakness for travel pic- 
tures and this is 


Greyhound has 


theatre to show 


no exception; 
the picture is well made and inter- 
esting, but the projection is not 
good. The screen appeared to be 
about 75 or 100 feet from the pro- 
jector, a standard 16 mm. sound 
machine with about a 750 watt 
lamp, and that is stretching things 
about as far as possible. I would 
think that an are lamp machine 
would be the solution. Barring that, 
a lighter print might be the ticket. 

It would be impossible to pass 


WORLD'S FAIR LETTER 


over the highspots of the Fair with- 
long salute to East- 
man’s Cavalcade of Color. It’s just 


out giving a 


about the same as last year, but it’s 
beauty seems to increase with each 
seeing. A lot of harsh words have 
oscillated up film alley about Koda- 
chrome and its impractibility for 
commercial use, but this demon- 


stration—of slides, to be sure 

certainly proves that for beautiful 
color rendition and accuracy, Koda- 
chrome bows to no other process. 
Many of the laboratories are be- 
coming more interested in, and bet- 
ter able to Kodachrome: 
many have installed new printers 


print 


which make good control a much 


easier matter than heretofore. 


sas 


ay 


Coty’s Color Song is a good ex- 
ample of what can be done with 
Kodachrome. 

In the Food Building, besides 
National Biscuit, which rolls mer- 
rily along with Mickey Mouse and 
Walter O’Keefe, North- 


western Yeast, a newcomer this 


there is 


year, who are operating a continu- 
ous projector with a film on bread- 
making, Loaf With Maca. This is 
a nice film and the projection is 
pretty good, but there isn’t much 
outside inducement to see the pic- 
ture. It’s circular 
wall, and most of the people I 
noticed while I stood there seemed 
to walk right by with just a glance. 
It’s too bad, a little more careful 


located on a 


-®s 


04 Tohos EQUIPMENT & PERSONNEL 


Ta Make 


INDUSTRIAL FILMS! 


MITCHELL CAMERAS 





RCA ULTRA-VIOLET 


RECORDING 





ANIMATION & SPECIAL 
OPTICAL EFFECTS 


® Expert in the pictorial interpretation 


lighting equipment 






of industrial sales stories through many 
years of producing result-getting indus- 
trial films, the technical and creative 
staff of Burton Holmes Films, Inc. is 


backed by complete sound, camera and 


for any type of 


studio and location production — plus 
the most modern, most completely 
equipped motion picture laboratory be- 


tween New York and Hollywood. 


BURTON HOLMES 
FILMS, INC. 


7510 N. Ashland Ave., Chicago. Telephone ROGers Park 5056 


EB - 
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placement and build-up might have 
turned this movie a much 
better attraction. 


into 


Planter’s Peanuts are also in 
this building showing a_ short 
Kodachrome Cartoon to demon- 


strate the interesting line of the 
peanut plant. 

There is also a new theatre in 
the Hall of Fashion. This building 
was recently opened and features 
foibles and fashions for the ladies. 
For the main part, the theatre will 
be leased to exhibitors in the build- 
ing and will house audience par- 
ticipation performances. Occasion- 
ally, however, it will have motion 
pictures, such as The Doctor's 
Daughter, which was shown on 
Baker’s Day at the Fair.—R. S. 





An Audience Preference Survey 
being made at the 
New York World’s Fair 
(preliminary report) 
Persons Interviewed—92 
Women—51; Men—41. 
I. 

The question: “What motion pic- 
tures do you remember having seen 
at the Fair this year?” 


Results: 

Exhibitor No. % 
Chrysler ............. nats: ae 39.2 
Natl. Biscuit .............. 27 29.4 
Ford Motor Co. _ 27.3 
OS eee 20 21.8 
Petroleum Industry... 19 20.7 
ae Sg." es 16 17.4 
Westinghouse ..... a 16.4 
Navy Aviation ......... 6 6.5 
ay, Se. .......... eae 5 5.5 
General Motors ........... 5 a 
Household Finance.... 5 55 
Greyhound _....... aa? 1.4 
British Empire ..... 3 3.3 
ae 3 3.3 
Little Theatre - 3 3.3 
Lucky Strike ....... 3 3.3 
United States ........... 3 3.3 
Others BP eccseeo cae 8.7 
Saw None ........ Sacabeoacack 15.8 


Il. 
The question: “What motion pic- 
ture was the most interesting to you 
at the New York Fair?” 





Results: 

Exhibitor No. % 
Chrysler .............. 12 13.1 
Ford 7 7.6 
National Biscuit . 5 5.6 
he. 5 5.6 
Coca-Cola ............. ne 1.4 
Little Theatre ............ 2 2.2 
Petroleum Ind. .......... 2 33 
Westinghouse 2 2.2 
Navy Aviation ] 1.1 
British Empire ...... ] 1.1 
ae I 1.1 
United States ..... ] 1.1 
Didn’t Know ........ 7 7.6 
Saw None .......... 12 15.8 
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After 2 years 
hard WSADC coe 


HEADQUARTERS SPARTA CCC DISTRICT 
Office of the Chaplain 
Sparta, Wisconsin 


Film Librarian Praises Performance | sncc2. 0 ~~ 


Chicago, Illinois. 


of Amprosound Projectors sani 


Tt has been two years since ve placed 
our omer for Ampro projectors for use in the 
camps of the Sparta CCC District. The projec 
tore have proved to be all we had hoped they 
would be, in the matters of service ani depen- 
M: : Pans a ‘ — Gability. After two years, repaire are still 
@ Many projectors appear attractive when Lénthed to ulnar efsestmente. 
brand new. The real test of their built-in ho progectere have sroven thenselves te 

A . . - be extremely simple in operation, presenti 
quality and excellence of design lies in what little if any aiffioulty to the eureliee e- 
PA rae erator. They do not damage film beyond ordin- 
users say about them “years later.” The ary vear. The sound reproduction is excellent 
: E and consistent. 
simple straight-forward letter reproduced to 


We have never regretted placing our order 
the right, should speak more persuasively with you. 


than all the sales talk in the world. It cov- Yours very truly, 


ers the quality of service rendered by more “ é ‘i 
than 50 Ampro sound-on-film projectors 

: eae ; RALPH M. DEAN, 
in the Sparta CCC district during the past 


CCC Chaplain, 
Films Librarian. 
three years. 
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MODEL “UA” 16mm. AMPRO- MODEL “YA” 16mm. 
SOUND PROJECTOR. complet: AMPROSOUND PRO- 


: . . - au b 

mixing of sound from film, micro- JEC TOR. A compact, easy- 

phone and phonograph—permanently 

attache ol ¢ s—t volume for , . 

attached reel saat ample olume > treme quietness of operation, 
audiences ranging from a 


to-operate unit offering: Ex- 


classroom to a large ease of operation, 1000 watt 
auditorium and illumination, quick set-up, 
many other out- new sound loop synchro- 
nizer, simplified threading, 
and many other unusual fea- 
tures. 


Price Model “XA” 215 
(For sound . 
speed only) Complete 
$345 Model “YA” 


(For sound and silent) 


standing fea- 
tures. 


Complete $295 


Complete 
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Send for LATEST CATALOG 


showing complete illustrated story 
of Ampro’s Fundamental Features 


and Accessories. : 
Ampro Corporation ” 
’ ; Chicago, . 

2839 N. Western Ave., ' ner 

Gentlemen: Please send me your latest catalog giving 
full information on the Ampro 16mm. a, — 
convertible to sound projectors—and the mm. 
projectors. 
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Fits and the cause of democracy have a lot in 
common. Neither one will work with halfway measures 
and half-baked understanding: the battles of France 
proved some of that when they were lost in a confusion 
of ideologies far afield from the true democratic ideals 
as we know them. So is the full realization of the film's 
singular powers for reaching men’s minds too often lost 
in competitive price bidding, amateurish production 
and half-finished thinking that manages to get the 
sponsor's first print into a can and keep it there safely 
away from the prospective audiences. @ It is not a far 
cry from our own business and national problems to 
the understanding that democracy has not yet lost a 
battle in Europe because it has not even entered the 
fight. If it had lived no power on earth could have de- 
feated the united will for freedom among the people 
of France and the power of Britain would have been 
sufficient to awe the invader. But true democracy does 
live in America and it will be kept alive by the under- 
standing of all the people and our common sacrifice. 
@ These things will be easier accomplished if we use 
the film’s power to sell and tell the nation of them more 


completely than any other medium of communication. 









































Such a task will be guided by the memory of the econ- 
omies of effort which brought defeat in Europe; the 
responsibility of fullout professional production of in- 
structional and inspirational films will be placed in the 
hands of those qualified to assure their success. @ Be- 
hind the commercial film medium today there stands, 
ably qualified by experience and personnel, a produc- 
tion and distribution industry unaccustomed to the 
lavish spectacles of film entertainment but completely 
competent in the production of films that bring facts 
into the minds of those who see them with a minimum 


loss of understanding and an economical cost result. 


@ This industry recognizes professional standards of 
quality and maintains these standards in each new 
assignment. It will not tolerate the gyp and the fly-by- 
night exile from Poverty Row. It insists that the true 
cost of a film is not in the size of the film negative in the 
camera but what is put before it in the way of profes- 
sional talent, adequate sets and other factors essential 
to the interpretation of the story. @ Films and democ- 
racy have a lot in common. Both of them prove that 


the longest road is, after all, the shortest one home. 


FILMS AND DEMOCRACY HAVE A LOT IN COMMON 











Modern 
gives Flexibility 
to audience selection 
and market coverage 
for your film 


Here are some typical cases of MODERN’S performance: 


A basic American industry wanted to point out to the general public the 
measures it takes to provide safe working conditions for employees; it also 
wanted to show another, longer version of this film to business leaders and young 
people located only in areas where there are factories engaged in this industry. 
MODERN staged the shorter film in theatres to an audience of 1,623,633. 


The business leaders were covered in 310 selected club showings. And 
361,149 high school and college students have seen the film to date. 





A large producer of a basic raw material made two versions of a film. A one- 
reel film for public relations and a four-reel picture for the same purpose 
plus product selling. They asked for general public circulation for the first 
and selected adults and juveniles for the second. 

MODERN staged the one-reel film in 3,000 theatres before more than five 
and a half million people; 1013 club shows delivered 197,682 adults; 1059 
high school and college bookings were held before 452,793 young people. 





A trade association wanted to place their story before the general public in 
the mass. They have used a series of pictures. 





MODERN presented, over a four year period, four of their pictures in 
14,881 theatres to a total of 25,355,389. 


This client now has a fifth picture in circulation—again relying on 


MODERN. 


What is your problem? The above are but three more of our dozens of 
satisfied clients. Modern Talking Picture Service can help you. Telephone 
CIrcle 6-0910 or write to: 
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TRADE-MARK REG. U.S PAT OFF 


MODERN TALKING PICTURE SERVICE, 


9 Rockefeller Plaza, New York, N. Y. 
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Mac tells Speed his plans for their future. 


Production in full swing for “Goin’ Places” 





This trio is featured in the Texaco film 


DEALER PROGRAM aoe SELLS AN INDUSTRY 


A 1940 Texas Company Motion Picture Makes a Real Contribution to the Petroleum Industry 


Without 


@ WE CAN, in effect, say we “heard between the 
lines” of the sound track of The Texas Com- 
pany’s 1940 dealer motion picture which is 
aptly titled Goin’ Places. What we saw on the 
screen was a fresh and well played version of 
the familiar “success after adopting modern 
merchandising” story; but what we heard and 
saw between the lines was something new and 
vastly more important to all industry—and par- 
ticularly to the petroleum business itself. 

For The Texas Company has made a motion 
picture that bridges the too-wide gulf which lies 
between the dealer and the manufacturer and in 
so doing has given new meaning and significance 
to its own film story. In addition to a lesson on 
merchandising, Goin’ Places sells the dealer 
audience strongly on the petroleum industry it- 
self—the jobs and security it provides for mil- 
lions of people. The man in the service-station 
business is depicted—and rightly so—as an in- 
tegral part of this great industry, which pro- 
vides him an opportunity to make a good in- 
come, win lasting security for himself,. and 
become a worthwhile citizen of his community. 

Because the motion picture presentations are 
believable and interesting, The Texas Company 
is able to report that audiences of dealers and 
prospective dealers have steadily increased from 
30,000 to 63,097 this year. 


PRECEDED BY EARLIER DEALER PICTURE 


The Texas Company first presented the re- 
sults of its long study and testing of its Dealer 
Profit Plan as a whole at 1939 Spring dealer 
meetings held throughout the country and at- 
tended by Texaco dealers and their employees. 

The all-inclusive idea that Texaco products 
and modern methods of marketing them are the 
basic ingredient for a successful business career 
was presented at that time in the spearhead mo- 
tion picture of Texaco’s complete promotion 
program. This picture was titled The Surprise 
Party. The picture (which, incidentally. won 
mention by Business Screen for its straightfor- 
ward, effective presentation of a selling. edu- 
cational theme) brought home the opportunities 
which await the service-station operator in his 
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Relinquishing Direct Value in Selling 


the Company’s 


own backyard. In the film a thoroughly dis- 
illusioned dealer finds out that life holds both 
happiness and a financial reward for those who 
are wide-awake to grasp them. 

The overall plan was thus presented in the 
initial film, which was carefully dovetailed with 
all other promotion and sales activities of the 
Company. This year, following out its planned 
program, the 1940 meetings present to dealers 
the first steps of the plan in greater detail: 
namely, that there is no mystery about operat- 
ing a service-station business successfully, and 
that any intelligent man, with a reasonably good 
location and sufficient and proper equipment, 
can secure a good income by marketing Texaco 
products and benefiting by Texaco’s activity for 
bringing in customers for those products and 
the Texaco Dealer’s services. 

As in the case of the first film, the producer 
again succeeded in producing a thoroughly be- 


The Texas Company representative gets an eyeful 
as Mac shows him some progress in 








“Goin’ Places.” 


Own Service Program 


lievable, down-to-earth story for presentation 
to these hard-thinking, thoroughly realistic audi- 
ences of businessmen. Sometimes the difficulty 
of that task is under-estimated and, until a 
film fails to impress such an audience, the ac- 
complishment goes unrecognized. For the men 
who study the facts presented with the sugar- 
coating of entertainment have a keen sense of 
balance and taste. 


How To REALLy Start “Goin’ PLaces” 


From the reports following recent showings of 
the 1940 dealer program, Goin’ Places appears 
to be doing just that—going places. Its central 
theme, which deals with the first steps of the 
Plan—securing new customers for the service 
station—is conveyed by means of the story of 
two young men, a happy-go-lucky, adventurous 
but roaming race driver and his slow-but-sure 
partner and mechanic. “Speed,” the show-off 
race driver, smashes up in a small town and 
while he is recovering, Mac, the mechanic, takes 
the opportunity to bring both of them a sane, 
sensible existence with a future to replace their 
wanderings, and invest their “sock” in a service 
station, instead of using it to rehabilitate the 
racing car. They're in business now, but Speed 
doesn’t like it. 

How Mac wins him over with the help of Kay, 
a pretty girl engaged in running a nearby inn, 
is half the story. The other half lies in the 
problems with which they are faced 
lem of all 


the prob- 
service-station operators—how to 
get customers to come in and buy? 

Mac finds out about the Texaco Plan, to be 
sure, but he also finds out something about the 
Company and the industry behind the Plan. That 
is what gives this picture its overtone of co- 
operative relationship. Mac’s 
and the courteous way in which he faces the new 
adventure, practically single-handed until Speed 
turns over the proverbial leaf, are not the typi- 
cal situations of a typical commercial film. 

Because the character Mac represents all little 
businessmen and because he makes the little 
business man an important part of the whole 


common-sense 


(Please turn to Page 32) 
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theatres and display 


and Greyhound theatres 































@ In 1939, the editors of Business 
Screen presented a comprehensive 
survey of the motion pictures and 
other outstanding visual media at 
the New 


World Fairs. On these pages and 


York and San Francisco 


elsewhere in this issue (page 
eight) we review the 1940 edition 
of the New York show. 

Once again, major sponsors of 
feature-length and short commer- 
cial reels have taken their films to 
the Fair. New 
year's show include U. 


arrivals at this 
S. Steel. 
Ford, Greyhound and Westinghouse. 
Returning headliners with theatre 
setups were Chrysler, General Mo- 
tors, American Tobacco, Coca-Cola, 
Household Finance, National Bis- 
cuit, Eastman Kodak, Metropolitan 
Life, Coty, Inc., and the Petroleum 
Industry. Missing at the latest roll- 
call are Johns-Manville, MacFad- 
den Publications, Aetna Life, Lee 
Hats and several other smaller ex- 
hibitors. 

The sum total is that films amply 
demonstrated their value to most 
users at last year’s show. Chrysler 
probably went to the most trouble 
in preparing its film entertainment 
for the Fair audiences and was re- 
warded this year as it was last with 
the longest waiting lines as was 
the spectacular and always popular 
General Motors Futurama. The new 
Chrysler third-dimensional film is 
the first Technicolor stereo subject. 
dili- 


gence must be shared by the Ford 


The award for production 
Motor Company. The stop-motion 
color photography and musical 
backgrounds of the Ford presenta- 
tion Symphony in F are something 
to hear and behold. 


liked best 


were, as has already been pointed 


What the audiences 
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out by Business Screen’s reporter- 
on-the-scene, pictures with an en- 
tertainment - educational quality 
rather than straight technical films. 
This theme, aided by generous use 
of Technicolor and unusual camera 
effects, is predominant through the 
Fair. As usual, continuous propec- 
tion setups were also widely evi- 
dent and it was noteworthy that 
those which included sound were 
outstanding crowd stoppers. Sound 
may be an objectionable feature on 
a small exhibit floor or in a retail 
establishment but in buildings and 
on grounds built on the scale of 
the New York exposition, it ap- 
pears to be a valuable asset. 


I. FILM THEATRES 
Exhibitors presenting motion pic- 
tures or visual displays in projection 
auditoriums; the majority of these 
equipped with permanent theatre 
seating; wall screen installations. 


INDUSTRIAL-COM MERCIAL 
<XHIBITS 
AMERICAN TOBACCO COMPANY: “The 
Story of Lucky Strike” a motion 
picture presenting the product 
story. Projection: Simplex (35- 
mm). Screen: Translux (RP) 


CHRYSLER MOTORS: “New  Dimen- 
sions” features 3rd-dimensional 
Technicolor sound motion picture. 
Projection: 2 Motiographs (35mm) 
with Selsyn Drive for synchronous 
screening. Screen: Walker-Ameri- 
can (40x60 feet). Seating: 339 
American. Other Equipment: Bren- 
kert lamps; Air-Temp Air Con- 
ditioning 


COCA-COLA COMPANY: “Refreshment 
Through the Years” all-Techni- 
color sound motion picture product 
story. Projection: Simplex semi- 
portable (35mm). Screen: 10’. 
Seating: 350. Other Equipment: 
Strong Arc Lamp 


COTY, INC.: “Color Song” Koda- 

chrome sound color film (first 
utilizing optical effects, etc. Pro- 
jection: 2 Bell & Howell Filmo- 


























sounds. Screen: Raven. 
77 Stakmore seats 

EASTMAN KODAK COMPANY: “Caval- 
cade of Color’ moving color murals 
of enlarged Kodachrome scenes. 
Projection: 11 Eastman slide pro- 
jectors of special construction. 
Screens: Raven (11). Seating: 
none. Other Equipment: York Air 
Conditioning 


FORD MOTOR COMPANY: “Symphony 
in F” Technicolor feature motion 
picture presenting industrial theme 
with unusual optical and production 
Projection: company-adapted pro- 
jection apparatus. Seating: 950 

GENERAL MOTORS CORPORATION: 
“Progress on Parade” etc. product- 
institutional motion pictures, ani- 
mated cartoons. Projection: Sim- 
plex 35mm (2). Screen: Walker- 
American. Seating: 650 Heywood- 
Wakefields. Other Equipment: 
Strong Arc Lamp; Frigidaire Air 
Conditioning 

GREYHOUND MANAGEMENT COMPANY: 
“They Discovered America” motion 
picture travelogue featuring bus 
tours. Projection: Bell & Howell 
Filmosound. Screen: DaLite Beaded. 
Seating: 98 Lloyds. Other Equip- 
ment: Selectroslide still projection 
of Kodachrome scenic slides. 

HALL OF FASHION: Varying film pro- 
grams. Projection: Holmes Sound. 
Screen: 8’. Seating: 280 (approx). 
Other Equipment: Strong Arc 
Lamp. 

HOUSEHOLD FINANCE CORPORATION: 
“Happily Ever After” motion pic- 
ture feature film. Projection: Am- 
prosounds (2). Screen: Raven. 
Seating: 226 Irwins. Other Equip- 
ment: Typhoon Air Conditioning 

METROPOLITAN LIFE INSURANCE COM- 
PANY: “Once Upon a Time” etc., 
health ed. motion pictures. Projec- 
tion: Victor Sound. Screen: Raven. 
Seating: 150 (approx.) 

NATIONAL BISCUIT COMPANY “Around 
the Clock” . “Mickey Mouse” 
all-Technicolor motion picture pro- 
gram. Projection: Simplex 35mm. 
(2). Sereen: Raytone Perforated. 
Seating: 262 Americans. Other 
Equipment: Peerless Arc Lamps; 
Frick Air Conditioning 

PETROLEUM INDUSTRY: “Oil Can & 
Does” animated stop-motion color 
film. Projection: Simplex 35mm. 
(2). Screen: Walker-American. 
Seating: 168 Royal Metal. Other 
Equipment: Peerless Arc Lamps 


U. 8S. STEEL CORPORATION : “Men Make 
Steel” Technicolor motion picture 
of steel production. Projection: 
Simplex 35mm (2). Screen: Raven. 
Seating: 250. Other Equipment: 
Peerless Arc Lamps 


Seating: 


GOVERNMENT & EDUCATION 

BRITISH EMPIRE BUILDING: British 
documentary films. Projection: 
British Thomas Houston (sound). 
Screen: 15’. Seating: 250 

FRANCE: French travelogues, etc. 
Projection: Simplex (35mm). Bell 
& Howell Filmosound Arc. Screen: 


Raven. Seating: 350. Other Equip- 
ment: Peerless (1) and Strong (1) 
Are Lamps 

SCIENCE & EDUCATION BLDG.: (Little 
Theatre) “The City” etc. Projec- 
tion: Simplex 35mm (2). Screen: 
Hurley. Seating: 250 Americans. 
Other Equipment: Strong Arc 
Lamps 

UNITED STATES OF AMERICA: “These 
United States” film feature. Pro- 
jection: Simplex 35mm _ = (38). 
Screen: Walker-American. Seat- 
ing: 365 Americans. Other Equip- 
ment: Peerless Arc Lamps 

UNITED STATES (FEDERAL WORKS) 
Documentary motion pictures. 
Projection: Simplex 35mm _ (2). 
Screen: 15’. Seating: 299 (approx.) 


Il. FILM EXHIBITS 


Exhibitors presenting motion pic- 
tures on screens in projection cabi- 
nets; by rear-projection within 
exhibit walls, continuous and other- 
wise. Rear-Projection showings in- 
dicated by (RP). (C) denotes con- 
tinuous equipment used. Unless 
otherwise indicated all shown are 
16mm. sound films. 

AMERICAN TELEPHONE & TELEGRAPH 
co.: Industrial films. Projection: 
Bell & Howell silent (C). Screen: 
Translux (RP) 

CANADIAN NATIONAL 
Travelogues. Projection: Bell & 
Howell 1200 watt silent (C). 
Screen: Translux (RP) 

GM-FRIGIDAIRE: Industrial film. Pro- 
jection: Bell & Howell silent (C). 
Screen: Rubber Latex (RP) 

NATL. ADV. COMMON AERONAUTICS: 
Aviation research films. Projec- 
tion: Bell & Howell Filmosound 
(C). Sereen: DaLite (RP) 

NATL. TUBERCULOSIS ASSN: Health 
films. Projection: Bell & Howell 
Filmosound (C). Screen: DaLite 
(RP) 

NORTHWESTERN YEAST COMPANY: 
“Loaf With Maca” product film. 
Projection: Bell & Howell Filmo- 
sound (C). Screen: DaLite (RP) 

PLANTERS PEANUTS: “Mr. Peanut & 
His Family Tree” animated car- 
toon. Projection: Victor silent (C). 
Screen: Latex Rubber (RP) 

RAILROAD SUPPLIERS: “On To Wash- 
ington” travel film. Projection: 
Bell & Howell Filmosound (C). 
Screen: Raven. Seating: 150 

WESTINGHOUSE ELECTRIC & MFG. CO.: 
“The Bugaboo of Bugville” scienti- 
fic product presentation film. Pro- 
jection: Bell & Howell Filmo- 
sounds (2). Screen: Matte White. 
Seating: 500 

YALE & TOWNE MFG. CO. “Home _ De- 
fense” etc. product films. Projec- 
tion: Bell & Howell Filmosounds 
(2). Sereen: Glass 


GOVERNMENTAL EXHIBITS 
U. S. ARMY AIR CORPS: “Wings of the 
Army” film. Projection: Bell & 
Howell Filmosound (C). Screen: 
Translux (RP) 
U. S. DEPT. OF AGRICULTURE: Agri- 
cultural films. Projection: Bell & 


RAILROAD: 


Within these walls (below), the American Tobacco Company unreels its enter- 
taining and instructive sound movie, The Story of Lucky Strike, to Fair visitors 
Household Finance Corporation presents its entertaining and instructive films with- 


| 


q 
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“Men Make Steel” in this Technicolor sound motion picture being presented to 
Vew York Fair audiences in the new modern theatre opened this year for visitors 
to the U. S. Steel Corporation’s educational exhibit building 

Howell Filmosound (C); Bell & plex 35mm (2). Screen: 12’. Other 


Howell silent (C). Screen: Glass 

U. S. NAVY AIR CORPS: “Navy Wings 
of Gold” sound motion pictures. 
Projection: Bell & Howell Filmo- 
sound (C). Sereen: DaLite (RP) 

UNITED STATES: Government Works 
films. Projection: Bell & Howell 
silent (C). Sereen: Raven (RP) 


STATE EXHIBITS 

FLORIDA: Scenic travel films. Projec- 
tion: Bell & Howell Silents (1-C); 
1-1200 watt. Screens: Glass, Da- 
Lite Beaded 

MASSACHUSETTS: “New England To- 
day” scenic films. Projection: Am- 
prosound. Screen: 6’ 

NEW HAMPSHIRE: “New Hampshire 
on Parade” scenic film. Projection: 
Bell & Howell silent (C). Screen: 
DaLite (RP) 

NEW YORK CITY: Civic films. Projec- 
tion: Victor Animatograph silents 
(6-C). Sereens: Glass (6) 


FOREIGN EXHIBITS 


BELGIUM: Scenic and documentary 
motion pictures. Projection: Sim- 


in the portals under this theatre marquee 


Equipment: Peerless Arc Lamps 


BRAZIL: Scenic and documentary 
motion pictures. Projection: Sim- 
plex 35mm (2). Screen: 12’. Other 
Equipment: Peerless Arc Lamps 

CZECHOSLOVAKIA: Scenic and propro- 
ganda films. Projection: Victor 
Sound. Screen: 6’ 

DOMINICAN REPUBLIC: Scenic and 
Commercial films. Projection: Bell 
& Howell Silent (C); Ampro Silent 
(C). Sereens: DaLite (RP) 

FINLAND: Scenic and Commercial 
films. Projection: Bell & Howell 
Silent (C); Bell & Howell Filmo- 
sound Are, Screen: DaLite 

ICELAND: Scenic films. Projection: 
Bell & Howell 1200 watt silent. 
Screen: Raven 

ITALIAN CINEMA: Documentary and 
scenic films. Projection: All Italian 
equipment 35mm 

PALESTINE: Historical documentary 
films. Projection: Bell & Howell 
Filmosound (C). Sereen: Translux 
(RP) 

SWITZERLAND: Scenic films, Projec- 
tion: 16mm Swiss Equipment. 

Key: (RP) Rear Projection setup. 

(C) Continuous projection equipment 


The Coty building (right) also houses 


a comfortable theatre where feminine visitors can watch a color and sound movie 


f unusual interest 


2. vsti oom 


The Coty film features optical effects achieved in Kodachrome. 


Robert Baldwin 


“Penny” 


@ IN A SINGLE COMMERCIAL motion 
picture of the 1940 season the cast 
pictured on this page was assem- 
bled. They included actors and ac- 
tresses who rate “tops” among 
Hollywood's favorite featured play- 

professional 
totaled 


score. The event was not an excep- 


ers: their combined 


years would have many 
tion but it was a noteworthy ex- 
ample of the recognition on the part 
of sponsors and producers of the 
public’s role in the commercial film 
show. 

The picture was the Standard 
Oil Company’s (of Indiana) Penny 
Turns Pro. Included in the cast 
were Robert Baldwin, Marsha Hunt 
and Frank Feylan. Baldwin recent- 
ly appeared as the juvenile lead op- 
posite Jean Hersholt in Meet Dr. 
Christian; Marsha Hunt was fea- 
tured in The Hardys Ride High, 
Winter These 
Girls. Frank Feylan’s roles in the 


dozen-odd features in which he has 


Carnival, Glamor 


appeared have earned him high- 
rank among Hollywood character 


players. 


Vary Field Vaid 
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Varsha Hunt “Eve” 


WHEN PROFESSIONAL TALENT 
Counts Most 
A very large percentage of the 
commercial films produced require 
neither Hollywood talent nor the 
services of any professional talent. 
factual 


Straightforward presenta- 


tions of industrial processes, travel- 


Edgar Dearing 


What is true of accuracy in 
props and set design is equally true 
of the characters. Too, the work of 
polished actors experienced in tech- 


ence. 


nique is, in the full run of produc- 
tion, less expensive because it en- 
ables the director to move swiftly 
along according to schedule. 


CASTING: xe CHARACTERS 


professional 


talent proven important 


ingredient in pictures that sell .. . 


ogues and similar subjects would be 
less effective sans pure realism. But 
dramatic sequences requiring plot 
and character action to register an 
idea or to create a mental reaction 
make up the other and highly im- 
portant half of this 
film business. 

Then muffed 


scene, amateurish acting all help to 


commercial 
counts. A 


talent 


destroy sense of realistic action and 
to lose the confidence of the audi- 


Carl Stockdale 


Judge 


Ir Isn't THE NAMES 

In the Hollywood star system, the 
names of featured players mean 
money at the box-office. Not so in 
the commercial field, here it’s just 
ability that counts. Star salaries 
don’t mean a thing; neither do stel- 
lar personalities. So the players 
selected by the commercial film di- 
rector are there because they fit the 
parts, and are fit to do them, and 


for that reason alone. Such char- 


Chas. F. Miller 


“Barney” 


“Mr. Pendleton” 





Frank Feylan ...................-.--- “Pete” 


acters, in effect, move easily and 
acceptably into the _ situations 
created for the audience. The story 
is always predominant and the plot 
idea the final victor which earns the 
plaudits of the audience. For the 
commercial’s first and final objec- 
tive is business and its final success 
is measured by the sales results 
attained. 

OTHER Name TaLent UseFut 

Another type of professional 
talent is that of the commentator. 
Here the name of the personality 
means something to the audience 
and so is often employed. It tells 
in effect that an interesting and 
clearly told story of the film can be 
expected. In the same vein, well 
known radio personalities, some- 
times identified with the film spon- 
sor’s own radio program, can be 
very successfully used in commer- 
cial releases. 

The Professor Quiz program will 
appear shortly in a commercial 
short for Du Pont. Ray Perkins 
broadcasts for Westinghouse were 
introduced in the Middleton Family 
at the New York World’s Fair. 


Emory Parnell “Officer Ryan” 
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A PICTORIAL 
NEWSREEL OF 
INDUSTRIAL FILM 
PRODUCTION AND 
DISTRIBUTION 
Of THE PERIOD 


>SAPETY OV THE SCREEN « 


SAFETY 


PAYS 


by E. I. Woodbury. Director. Poster Division. National Safety Couneil 


@ AT THE TERMINAL of a large 
trucking company, a couple of 
dozen husky-looking fellows enter 
a room and choose seats in rows 
of chairs. The lights go out. A 
pencil of light stabs through the 
darkness and illuminates a silver 
screen at one end of the room. A 
needle scratches faintly on a record, 
and then, as a crash of music tem- 
pers to a background, a title flashes 
on the screen... 


DEFENSIVE DRIVING 
A Presentation of 
the National Safety Council 


Punctuated by the ping of the 
frame change signal, the story be- 
gins to unfold. Two newspaper re- 
porters are interviewing a_ truck 
driver who has won a National 
Safety Council No-Accident Award 
for a long record of safe driving. 
Truck Driver Crowley is saying: 
“Well, boys, there isn’t any mys- 
tery about it! I just follow the 
common sense and courteous rules 
of what I call defensive driving.” 

The camera follows Crowley’s 
big truck as it rolls safely and ex- 
pertly through trafic; voices ham- 
mer into the minds of these men in 
the darkened room the philosophy 
of safety, pointing out the hazards, 
showing how they can be avoided. 

For these men are truckers, too. 
They see themselves riding in 
Crowley’s cab. They are seeing 
familiar scenes and situations, but 
in a new light. They are learning 
the safe driver’s tricks of the trade 
in an interesting, graphic way that 
makes preaching painless. 
Defensive Driving is only one of 


nine sound slidefilms produced by 
the National Safety Council since 
it began pioneering this effective 
means of safety education just two 
years ago. The sound slidefilm now 
has taken a definite and important 
place in the Council’s program of 
accident prevention. 

Films are helping us sell safety. 
And it’s one of the toughest selling 
jobs any organization ever has had 
to face. It’s tougher than selling 
automobiles or toothpaste or break- 
fast food. 

Anybody will tell you that he 
doesn’t want to get killed in an 
accident. Yet last year 93,000 
people were killed, and 8,800,000 
were injured. Why? Because they 
hadn’t been sold on safety. Na- 





Aetna Life & Affiliated 
Companies, Safety 
Educational Dept., 151 
Farmington Ave., 
Hartford, Conn. 


American Automobile 
Assn., 17th & Pennsyl- 


Automobile Club of So. 


Calif., Public 
Dept., Los Angeles, 
Calif. 


Chevrolet Motor Car Co., Traffic 
Detroit, Michigan. 


Employers Mutual Insur- 
ance Co., Wausau, 
Wisconsin. 


Fireman’s Fund Indem- 
nity Co., 116 John St., 
N. Y.; 401 California 
St., San Francisco, or 
local agencies. 


Natl. 


Firestone Tire & Rubber 20 
Co., Akron, Ohio. 
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TYPICAL SOURCES OF SAFETY FILM PROGRAMS 


General Electric Co., Vis- 
ual Instruction Section, 
Schenectady, N. Y. 


General Motors Corpora- 
tion, New York, N. Y. 


Goodyear Tire & Rubber 
Motion Pic- 


vania Ave., N. W., Company, 
Washington, D. C. ture Dept., 
Ohio. 


Safety Intl Assoc. of Chiefs of 
Police, Safety Division 
& Northwestern Univ. 
Institute, 1827 
Orrington Ave., Evan- 
ston, Ill. 


Metropolitan Life Insur- 
ance Co., 
vision, N. Y. C 


Ww 


felfare Di- 


Conservation Bu- 4800 Forbes St., Pitts- 
reau, 60 John St., New 
York City. 

National Safety Council, 


North Wacker 
Drive, Chicago. 
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turally, they wanted to live. They 
didn’t have an accident on purpose. 
The reason they were killed was be- 
cause they had not been reached 
with the sales message—or if they 
were reached, they had not been 
sold. 

A long time ago we learned that 
accidents don’t just happen—they 
are caused. We have discovered 
most of the causes. Some of these 
causes we can eliminate by engi- 
neering. Some we can get rid of 
by compulsory rules on behavior. 

But the ultimate goal in accident 
prevention never can be achieved 
until we convince Mr. and Mrs. 
America that if they want to pro- 
tect their lives, they have to do 
something about it themselves. 






Modern Talking Picture 
Service, Nine Rocke- 
feller Plaza, New York 
City (slidefilm-rental) 
(see cut above). 


Motion Picture Bureau, 
National Council 
YMCA, 347 Madison 
Ave., N. Y.; 19 So. La 
Salle, Chicago, and 351 
Turk St., San Fran- 
cisco. 


Akron, 


Travelers Insurance Co., 
Hartford, Conn. 


Underwriters Laborator- 
ies, Inc., 207 E. Ohio, 
Chicago; also N. Y. C. 
and San Francisco. 


U. S. Bureau of Mines, 


burgh, Pa. 


U. S. Dept. of Agricul- 
ture, Motion Picture 
Extension Service, 
Washington, D. C. 


NUIT 


That’s our selling job. And we 
have to reach all the people, not 
just enough to show a profit. Our 
market is unlimited, and the satura- 
tion point is never in sight. 

In this business, paradoxical as 
it is, of persuading people to take 
the trouble to save their own lives, 
we have utilized every method of 
public education at our command, 
and employed new ones as they 
were developed. 

The field of visual 
opened vast new possibilities. Of 


education 


course, we have used posters for 
many years. Although the glass 
slide and lecture did an excellent 
job in the magic lantern era, a more 
dramatic and natural medium was 
needed. 

Then came motion pictures, rap- 
idly developed to both 
sound and color, unquestionably 
king in the visual education field. 
But the budget restrictions of a 
membership association, plus the 
need for producing several films a 
year on many different subjects, 
eliminated movies from our 


include 


pro- 

gram. 
The sound slidefilm became a 
happy and entirely _ satisfactory 
compromise. After considerable 


pioneering, it has been accepted 
wholeheartedly, and the demand is 
now taxing production facilities. 
Our policy has been to produce 
programs dealing with general acci- 
dent causes which would apply to 
virtually any industrial plant. All 
factories or 
panies have certain common acci- 


transportation com- 


(Please turn to next page) 





film 
Chicago, 


soundslide 
Council, 


Newest of the 
National Safety 


SAFETY on the SCREEN— 


dent problems, and our films had 
so that they 
be equally effective in a steel mill 


to be designed would 


or a shoe factory. 

Most films are aimed at employee 
education, and the result has been 
very gratifying. 
large concern reported that after 


For example, one 


showing a film on infection and 
first aid for minor wounds, the 
number of treatments at the first 
aid rooms more than doubled, with 


a comparable drop in lost time and 
compensation. 
We either sell or rent the films 


and discs. It has been both sur- 
prising and significant to us that 
sales of these sets have been about 
seven times more frequent than 
rentals. Industrial plants have in- 


dicated that they are building up 
libraries of the programs for train- 
ing new employees and_ periodic 
reshowing to the veterans. 

Since the films are 
sold, and thus pass out of our direct 


rented or 


is 





programs to _ be 
“Invisible 


released by the 
Red Ink.” This program 


estimate 
they 


dificult to 
times 
been exhibited or how many 
them. How- 
would be a conservative 
that 40 million per- 
sons have seen one or more of the 
Council’s films. 

We feel that have just 
scratched the surface in exploiting 
No longer is 
training. Be- 


control, it is 
accurately 
have 


how many 


persons have viewed 
ever, it 


guess to say 


we 


the sound slidefilm. 
it limited to sales 
cause it combines effectiveness with 
low expense, it is just coming into 
its own as a tremendous influence 
in public education. 

Trafic safety education can be 
carried on in much the man- 
that has been so successful in 
industrial safety education. The 
field of safety education in the 
schools is still wide open. 

There are innumerable possibili- 
ties that haven’t even been touched, 
but I believe it is only a matter of 
time before the sound slidefilm will 
be doing the most outstanding edu- 


same 
ner 


cational job in the country. 


shows the losses caused industry by avoidable plant accidents. 


' 
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Available 


to non-members at reasonable rentals or purchase ... Producers: Sarra, Ine. 





SAPETY BEGINS 1) 


The field of safety education in 
the schools demands special con- 
sideration. The present numerical 
superiority of silent visual aids and 
the growing volume of sound motion 
picture are 


equipment important 


factors in material for 
this field; 


tion and basic educational oppor- 


preparing 
the tremendous circula- 
tunity, especially in vehicle traffic 
safety, are also noteworthy. 


From the school’s point-of-view 
the large number of programs al- 
ready available at low cost or en- 
tirely free furnishes further evi- 
dence of the value of owning visual 


The 


senting such programs are uniform. 


equipment. methods of pre- 
An advance prevue showing, pre- 
pared questions for review and an 


advance discussion plan are impor- 








THE SCHOOLS 


tant elements to assure understand- 
ing. 

A number of films in this field 
were not included in the listing be- 
low because of their primary school 
These _ titles 
include many subjects such as Ask 


educational theme. 


Daddy, Automobile Safety, Goofs, 
Lest We Forget, School Safety 
Patrols, Spinning Spokes, and 


Street Safety. Principal classifica- 
A. Street and Highway 
Fire 


tions are: 

Safety; B. 
Forest 
Aid; 

General Safety.* 

*See: Visual Aids in Safety Edu- 
cation, prepared by Safety Educa- 
tion Projects of the Research Divi- 
sion; National Ed. Assoc. of the 
U. S. 1201 Sixteenth St.. N. W., 


Washington, D. C. Price: 25c. 


Prevention: C. 
First 
E. Driver Training; and F. 


Fire Prevention: D. 





A 1940 CHECKLIST OF SOUND & SILENT MOTION PICTURES & SLIDEFILMS 








Editor’s note: Please use care in is an appeal for fire prevention tion in the home. _ Safe handling tension Service, Washington, INC., 20 N. Wacker Drive, Chi- 
referring to sources of films listed in the home. of flammable liquids is demon- > C. yy Free. : go Ill. Rental: $2.50 per day. 
when applying for loan. School Vice Peotection: 16 mm. silent strated. An appeal for care in preventing ‘he approved methods of resus- 
safety subjects included are only 1 reel. Distributed by: Various Preventing Fires Through Elec- forest fires for the protection of citation are demonstrated clearly 
representative of a long list. - . : ~ 4 - e wild life. Demonstrates proper and effectively in this film. Ex- 
state and local depositories. trical Safety: 16 mm. silent—2 +i tohi 4 : 
o : . - —, method of extinguishing camp cellent for showing before audi- 
I. MOTION PICTURE FILMS Deals generally with fire fighting reels, 30 minutes. Distributed by: fires, handling matches ences of almost all types or - 
FIRE PREVENTION and its history. Covers firemen International Association of Elec- *ie - : ‘ ypes — 
Approved by the Underwriters: training, fire extinguishers, arti- trical Inspectors, 85 John St., Friends of Man: 16 and 35 mm. Emergency Treatment of Frac- 
16 and 35 mm. sound—<4 reels. ficial respiration and school fire New York, N. Y silent—4 reels. Distributed by: — 16 mm. silent—1 reel. Dis- 
Distributed by: Underwriters Lab- drills. Deals with the proper handling U. S. Dept. of Agriculture, Mo- ‘Ge uted by: Aetna Life Affiliated 
oratories, 207 E. Ohio St., Chi- Fire Safety: 16 mm. silent—1 reel. and maintenance of electrical tion Picture Extension Service, —— Hartford, Conn. Rent- 
cago, Ill.; 161 Sixth A Mew Distributed be: Various state and equipment in preventing fires. Washington, D. C. Rental: Free. Film — Sieteneh. 0 i 
York, N. Y¥.; and 500 Sansome local depositories. Home and public fire prevention. A forest fire picture, gece first aid se ma or Na 
St., San Francisco, Cal. Rental: Deals mostly with fire prevention 3 : " ° the dangers involved in the prac- struction in Industry. 
Free. in the home. Covers proper treat- age Blige gy Distributed ee eee ee en Soe. 
Technical in subject matter, show- ment of burns. aos - Life Affiliate ase story runs through the film, mak- Life Saving: 16 and 35 mm. 
; . 4 »y: Aetna Life ffiliated Com it d t nd convincing in d—2 ° 
ing testing procedures and routine Wise Weather: 16 and 93 am panies, Hartford, Conn. Rental ing ramatic and c incing sound—2 reels, 20 minutes. Dis- 
analysis of all sorts. of devices <P a Distribated i. ig . its safety message pon nah oS. Dept. of Agri- 
conducted by the Underwriters U. S. Dept. of Agriculture, Motion An appeal against the sending of Pine Ways to Profit: 16 and 35 ure, Motion Pictures, Extension 


Laboratories. 


Pictures, 


Extension Service, false alarms. 


A fast-moving story 


mm. sound—2 


reels, 20 minutes. 


Service, Washington, D. C. 


Rent- 
al: Free. 


The Bad Master: 16 mm. silent Washington, D. C. Rental: free. adds to the effectiveness of the Distributed by: U. S. Dept. of An excellent fil : 
and sound—l1l reel. Distributed Shows cooperation between film. Agriculture, Motion Pictures Ex- swimmin Sh oo aatty in 
by: Various state and local deposi- Weather Bureau and Forest Ser- U. S. Fire Fighters: 35 mm I ensi Rey vee. Washington, dures in veseus werk and’ nico 
tories. vice. Contains location of fire; aS ee te ay : ». C. ental: Free. ¥ 
Deals generally with fire preven- use of radio truck. Largely tech- sane » —.. nergy by: An excellent film on the dangers manor Peano: pressure method of 
tion in the oe Covers such nical; best for regions in forest local office adio Pictures, Inc., of forest fires and the proper respiration. 
things as smoking, ‘lat irons, areas. po . —— ° methods of fighting them. =N 
electrical equipment, ete. us eee ’ ? March of Time” film dealing g g ' GENERAL 
. : Modern Magic in Fire Protection: mostly with fire prevention in the The Red Poacher: 16 mm. sound Beneficient Reprobate: 16 mm. 

The Danger That Never Sleeps: Distributed by: Rockwood Sprin- home. Describes the work being and silent—25 minutes. Distrib- sound—4 reels. Distributed by: 
35 mm. silent—l1 reel. Distributed kler Co., 48 Harlow St., Wor- done by the National Fire Protec- uted by: Walter O. Gutlohn, Inc., Motion Picture Bureaus, YMCA. 
by: Visual Instruction Service, cester, Mass. Rental: Free. tion Association in bringing about 35 W. 45th St., New York, N. Y. Produced by Woman's Christian 
Iowa State College, Ames, Iowa. A technical approach to industrial modern fire-fighting systems. Rental: $3.00 per day sound Temperance Union. Rental: free. 
Rental: Free. fire prevention. Shows the oper- - . ; version and $2.00 per day for Direct analytical study of effects 
Best suited for child audiences. A ation of certain types of sprin- Firemen of the Forest: 16 mm. silent film. of alcohol with laboratory tests 
story built around the fire hazards kler systems. Considerable ad- silent 3 reels. Distributed by: Demonstrates proper forest fire etc., detailed. Only indirectly with 
of the average home. Picture is vertising for Rockwood products Wisconsin State Conservation fighting methods and use of mod- driving safety. 
reaper ot, but safety message is is _— in the penn, Dat se ar em meg Mag Sa ern equipment in actual fire Carbon Monoxide: The Unseen 
sti effective. ject matte is wort w Pp 8 . - —— - 3 aS Str y in ap ° ” od 
Fire P ae s well ena 7 a fires and the methods of preven- — Tang =e Nag ——— a Danger: 16 eo silent—1 reel. 

re Prevention: 16 mm. silent tion being employed in Wisconsin prevention in the forests. Distributed by: U. S. Bureau of 
1 reel. Distributed by: Various More Dangerous Than Dynamite: : . FIRST AID Mines, Dept. of Interior, Pitts- 
state and local depositories. 16 mm. sound—1 reel, 9 minutes. Forest Fires or Game?: 16 and . burgh, Pa., Rental : Free. . 
Film is in two parts—First half Distributed by: Various state and 35 mm. sound and silent—1 reel. Artificial Respiration: mm. Shows vividly how this dead! 
deals with fire seevention in build- . local depositories. Distributed by: U. S. Dept. of silent—1_ reel. Distributed by: gas may be encountered in ga- 
ing construction and second half Covers accident and fire preven- Agriculture, Motion Pictures, Ex- NATIONAL SAFETY COUNCIL, rages, workshops and homes pw 















































































































































































Safety Films PREVUE—III 





visualizes methods of reviving of driving, working and in the young man, who drinks before Rental: $5.00 per reel for 2 weeks Once Upon a Time: 16 and 35 
victims. home. driving. or less. p mm. sound—1 reel. Distributed 
Gambling With Death: 35 mm. Stop Silicosis: 16 and 35 mm. Everybody's Business: 16 mm. One of the M-G-M “Crime Never free, by Metropolitan Life Ins. 
silent—1 reel. Produced by New sound—1 reel. Distributed by: silent and sound and 35 mm. Pays” series. A dramatic story Co., New York City, the sponsor, 
York Central R. R. Apply hda. U. S. Dept. of Labor, Division of sound. Distributed by: NATION- of a young hit-and-run driver, or Motion Pic. Bureau, YMCA. 
for information since film possibly Labor Standards, Washington, AL SAFETY COUNCIL. INC., who is caught by police _and Prize-winning animated cartoon 
ebasiste. D. C. Rental: Free. 20 North Wacker Drive, Chicago, eventually sentenced to prison. especially suitable for schools 
Grade crossing accidents analyzed Illustrates the danger of silicosis Ill. Rental: $2.50 per day, silent Also deals with drunken driving. showing reasons for accidents and 
with brief cartoon interludes. Out and dust hazards in _ industrial version. $5.00 per day, sound The Hit That Scored: 33 mm. their prevention in fairy-tale 
of date in style but possibly use- plants. Gives detailed but com- version. silent—1 reel, 15 minutes. Dis- manner. 
ful for driver training. Theme prehensive information on how to Illustrates interesting test in tributed by: NATIONAL SAFETY Over Here: 16 mm. sound—1 reel. 
worthy of modernization and re- eliminate these hazards. = one Seed tenwate the length COUMCEE. INC., 20 - asta ee by: RS a 
lease. °. of a city, obeying all traffic regu- Jacker Drive, Chicago, Ill. Rent- icture Bureau, 347 Madison Ave., 
Seam te Gates 16 ond 8 am. pete: Ep gg tad —. lations. The other car travels the al: $2.50 per day. New York, N. Y. Rental: Free. 
aimk<< sk. SS wide he. trikuted ty: Teaching Film Cus- same route, speeding, beating Originally produced by the Bell Eddie Rickenbacker makes an_ap- 
tributed by: U. S. Dept. of Agri- tedians, Inmc.. 25 W. 48rd &t.. traffic signals, etc. Stresses auto Telephone Co. of Pennsylvania in peal for careful driving. Com- 
culture, Motion Pictures, Extension New York, N. Y. Rental: $10.00 condition and _ responsibility of 1931. Subject matter pertains to pares the number of people killed 
Service, Washington, D. C. Rent- for two weeks or less. drivers and pedestrians. Original- commercial vehicle operation. in war with those killed in traffic 
al: Free. A story of safety in building con- ly produced for Plymouth Divi- Shows results of careless truck accidents. Originally sponsored by 
Excellent film, giving demonstra- struction. Discusses racketeering sion, Chrysler Motor Car Co. driving and then illustrates the the Goodrich Silvertown Safety 
tions and instruction on the best against the regulations of the Facts Behind the News: 16 mm. importance of careful driving. League. p 
procedure of learning to swim. building code. Also some general sound—3 reels. Distributed by: Horse Sense in Horse Power: 16 Pedal Your Way to Pleasant 
Originally prepared for CCC information on public safety. Motion Picture Bureaus, YMCA. mm. sound—1l1 reel. Distributed Places: 16 mm. silent—1l reel. 
classes. 7 Also sponsor: Pennzoil Co., Oil by: American Automobile Associ- Distributed by: Various state and 
Millions For Safety: 16 and 35 Al Vee seanere i City, Pa. Rental: free. a ation, Washington, D. C. Rental: local depositories. Rental: Free. 
=m. silent end sound—i veel. \iways rust a — —s Sponsor calls attention to “extra Free. A film on safe bicycle riding. 
Distributed by: Port of New York i ere _—— roc Tie margin of safety” obtainable in Illustrates the development of the Covers registration, inspection and 
Authority, New York City. Rent- an el rs y a Pin oil product. Shows recent speed Automobile Industry with scenes traffic regulations. 
al: Free to New York and New yang = ee eee ee tests in air, land and sea in fast- from the early days of motoring Pedestrian Habits: 16 mm. silent 
Jersey. $1.25 per day to other — ept., / " o. en $ — newsreel style presenta- and action shots of testing mod- 1 reel. Distributed by: Elwood 
states. Professional - caliber presentation mapas : ; ern motor cars. Appeals to the Bancroft, 126 E. Columbia Ave., 
Picture outlines the various main- of sofetpdive soemetiondh theme Follow the White Traffic Marker: motorist to recognize his respon- Battle Creek, Mich. 
tenance activities in New York with tery tashereund, Matertain- 16 and 35 mm. silent—1 reel. Dis- sibility on the road. Illustrates correct method of walk- 
City. Deals mostly with care and ing and convincing without usual tributed by: U. S. Bureau of Human Mileage: 16 mm. silent ing in icy weather, entering and 
upkeep of the Holland Tunnel and horror scenes and situations Mines, 4800 Forbes St., Pitts- and sound—l reel. Obtainable leaving automobiles, crossing the 
George Washington Bridge. And 8 dd Senth: 16 : burgh, Pa. Rental: Free. only in state and local depositor- street, etc. 
Blece Than Talk: 16 mm. silent . fam oO ete ned eg — A yh oe seme a . ~~ ies. Withdrawn by sponsor. Remember Jimmy: 16 mm. silent: 
> vasie: Suction Geeta oa aera es York n making highways safer. eals Primarily tire sales presentation 35 mm. silent and sound—1 reel. 
by: Elwood Bancroft, 126 E. Ga. Meainke Gekde wer danas particularly with white cement but sequences devoted to traffic Distributed by: Fireman's Fund 
Columbia Ave., Battle Creek, van two short eubiecte "= ee See aniety wih accident acenes de- Indemnity Co., 116 John St., New 
Mich. semen veel Handlebar Hazards: 16 mm. a Rage ah ag: | stop the York; 401 California St., San 
A school film, outlining a general A feature-length movie, made by silent, color—1 reel, 20 minutes. wheels but ae mop * e car. Francisco, or through local com- 
safety program. Message directed ek Cees Ses iene Distributed by: Employers Mutual Keep Up With Traffic: 16 mm. pany agency. ; 
to parents of school children or dolph Scott, Frances Drake and Insurance Co., Wausau, Wis. sound—2_ reels. Distributed by: Highway and local safety film de- 
school authorities. Stresses vari- . Saas tas & onele picturization Produced by B.. te Swanson, Portland Cement Association, Chi- picts tragic results of automobile 
ous phases of school safety ac- of the great dangers involved in Appleton, Wis. Rental: Free. cago, Ill. Rental: Free. : accidents. Especially for schools. 
tivity and their importance. speeding and drunken driving. A review of the bicycle safety Depicts the importance of engi- Safety on the Highway: 16 mm. 
Safety First: 16 mm. silent—1 Bicycling With Complete Safety: ee a carried on by the neering in safe highway construc- sound—1 reel, 5 minutes. Distrib- 
reel, 12 minutes. Distributed by: 16 vd nd l. Distributed Appleton, fis., Police Dept. tion. Shows what is being done uted by: Various state and local 
Motions’ Wile Maenciatiam 3600 » ‘or eT ree - "A ributec Shows inspection and traffic regu- in many parts of the country to depositories. 
Rhode Island Ave., N. W., Wash- Cha i 7 oid —_ Y i N.Y. ation activities. Color photog- build safe roads. A “March of Time”’ adaptation of 
ington, D. C. Rental: Free. eee —* itl ered ae raphy is effective. : Knights of the Highway: 16 and “And Sudden Death"—the famous 
Primarily for school use. Shows Kansas City Police Dept. account Heedless Hurry—Endless Worry: 35. mm. sound—2 reels. Dis- article appearing in Readers Di- 
the correct and incorrect ways of of progress in bicycle safety. 16 mm. sound—l1 reel. Distributed tributed by: Chevrolet Motor Car gest. A_ dramatic and emotional 
handling rifles. Shows correct ways of handling by: American Automobile Associ- Co., Detroit, Mich. Rental: Free. portrayal of the tragedy of auto 
Sentinels of Safety: 16 and 35 bikes and the importance of ob- — a leans be ng ane eee perma 
‘ re 7 ee : : ree. vehicle operation and_ interstate Safety’s Champion: 16 mm. sound 
my Fey a ge one a 3 as ergy Deals mostly with pedestrian safe- hauling. Stresses safety in night 3 reels. Distributed by: Y. M. 
aia Gace Gaak,  Bantele = 8 > " 16 mm. oo. oie ty. Safe and unsafe driving prac- driving. C. A. Motion Picture Bureau, 
Free. ; "td Mot Vee Ds on 7 tices also shown. Good movie for Learn to Live: 16 and 35 mm. 347 Madison Ave., New York; 19 
ie Alin eile Skills Be oN ag SMadicon. "we o 18- audiences of all ages. sound—1__ reel. Distributed by: S. LaSalle St., Chicago, Ill. ; and 
the home and describes methods Picture in story form. Shows Hell Won't Have Him: 16 mm. Aetna Life Affiliated Companies, 351 Turk St., San Francisco, Cal. 
of preventing home accidents. youngster who has accident with & x, ney, Be ag Dodson anf ee Set. sereee, Lael Ls nkins and his speed 
a" : . , : ©., Kansas City, oO. onn. ental: ree. res AD Je u« 8 SP 
Then Came July 5th: 16 mm. his bicycle and then reforms in Truck driver film showing safety A series of seven units, available tests on the salt flats of Utah. 
sound—1 reel, 9 minutes. Dis- his ideas about safety. angles involved. singly or in a set. Subjects cov- Shows Jenkins as an example of 
ep state and A Challenge to Chance: 16 mm. Highway Adventures: 16 mm. ered are: How to park a car, safe driving. Originally spon- 
commas ter Gee Wiited Gintee sound—l reel, 20 minutes. Dis- sound— .. reels. Distributed by how to turn at an_ intersection, sored by Firestone Tire and Rub- 
Sie aieeties ant Gana ia tributed by: Portland Cement sponsor: Michigan State Highway how to avoid skidding, how to ber Co. Frequent mention of 
the International Association of Association, Chicago, Ill. Rental: Comm., Lansing, Mich. ; pass a car, how to cross the Firestone Tires. 
Fire Chiefs. An appeal for the a. Gin wand te ih ie Professional - quality presentation street, when to cross the street Saving Seconds: 16 mm. silent— 
careful and supervised use of fire- ‘way eB Rem. my wef wl . aan ashe oouucn 
works. traffic accidents. Gives worth- oe ae ee ae 
. r R INC., 20 North Wacker Drive, 
Why Not Live?: 16 mm. sound while explanation of highway Chicago, Il Rental: $5.00 per 
and silent—1 reel. Distributed planning and engineering. i , bas 
by: William J. Ganz Company, The Chance to Lose: 16 mm. . 


Ll I A film, proving the folly of sav- 
19 E. 47th St., New York, N. Y. sound—1 reel. Distributed by: 


ing seconds at the cost of human 
Rental: Free. _ NATIONAL SAFETY COUNCIL, lives. Shows accidents on the 
Covers home, highway and farm INC., 20 North Wacker Drive, highway and explains why they 
safety and the work of the Amer- 


f ul r . Chicago. Rental: $5:00 per day. were caused. Stresses good care of 
ican Red Cross in its first aid 


n i Received award as best safety film brakes and how to handle car on 

activities. of 1937. Has scenes showing the curves, wet pavement, at inter- 
INDUSTRIAL construction of modern motor sections, etc. 

Dangerous Dusts: 16 mm. sound— ears. Illustrates the chances taken Screwdrivers of 1940: 16 and 35 
1 reel. Distributed by: U. S. by many drivers as compared mm. sound—2 reels. Distributed 
Dept. of Agriculture, Motion Pic- with the chances taken in various by: Shell Ol) Co.. St. Louie. and 
tures Extension Service, Washing- forms of gambling. principal agencies. c Rental: free 
ton, D. C. Rental: Free. . : 


Cross Road Puzzle: 16 mm. silent. 











" Highly entertaining, Hollywood- 
A film devoted almost entirely to Distributed by American Auto. cast safety presentation which in- 
dust explosions—their cause and Assoc., Washington, D. C. Obso- troduces the heedless pedestrian 
prevention. lete car styling, etc., so direct in- and driver theme. Sequel to 
Factory Safety: 35 mm. sound— quiry before arranging showing. Show Your Colors, Shell's 1939 
1 reel. Distributed by: Chevrolet Rental: free. Technicolor film. Shown in con- 
Motor Car Co., Detroit, Mich. Need for cross-road safety pro- junction with Oil From the Earth, 
A complete picture of safety work gram depicted. a two-reel product presentation 
in the average industrial plant Cycling in Safety: 16 mm. silent : film. 

and the ideal methods of conduct- 1 reel, 10 minutes. Distributed Take It Easy: 16 mm. sound—23 
ing a safety program. Illustrates by: Goodyear Tire and Rubber minutes. Distributed by: M. G. 
planning and engineering for Co., Akron, Ohio. Rental: Free. 





s Bullock, National City Lines, Inc., 
safety ; safety meetings and other 


re — °¢ Covers tire safety for motorcycles. . . . . 20 North Wacker Drive., Chicago, 
activities; and the individual Primarily an advertising film for This sign at the Pullman Company’s Chicago shops is the Ill. Rental: $10.00 per day. Pur- 
worker's own part in this safety Goodyear Life Guard Inner Tubes. keynote of “The Eyes Have It,” an eye-accident prevention chase: $185.00 (Quotations turn: 
work. 5 a eh ~ mE Ye . . ished on alterations in “forward” 
an wie: 6 a tk, Death Never Takes a Holiday: sound slidefilm program described in these pages. 


16 mm. silent—1 reel, 20 minutes. to suit particular needs). 


silent—2 reels. Distributed by: 


Libert Mutual Insurance Co Distributed by: Visual Education we go Egy a. 
“serrebig Mass. Rental: $5.00 per Service, University of Missouri, of modern safety in highway pa- and how to walk on the highway. theme “a “Safety Courtesy and 
— . 7 99. Columbia, Missouri. Rental: Free. trols and maintenance as well as iavian” y hl y cov A b 
day. i" Picture in story form. Illustrates vacationing spots of state, etc. The Man At the Wheel: 16 mm. Service. oroughly covers bus 
King Carelessness’’ smuggles a - gg -ongess sound—1\% reels. Distributed by: maintenance, personnel relation- 
troupe of mischievous imps into young man and his girl in scenes Highway Beautification: 16 and Vari ~ A ship, and safe and efficient bus 
fact but the fact . of reckless driving. The spree 35 mm. silent and sound—2 reels a a Se Se. ee operatl Produced by SZ. 
a factory bu e factory man- ends in death for both. Story, al- Hee od dog et ag . tories. operation. Produced by and for 
ager, safety engineer and the : ; “bedi Distributed by: - 5S. Dept. o A “March of Time” producti National City Lines. Various 
Pp though dramatic, is negative in : P A f arch o ime”’’ production, , 
workmen regain control. approach Same eéenen eather Agriculture, Motion Pictures, Ex- covering traffic safety on a rather types of buses illustrated. Prac- 
me gs eet Ra bee Vv attent gruesome, > C. ELE ag Washington, broad scale. Discusses education, tically no advertising. 
—l1 reel. istributed by: Various , eas aha Pal : ‘ —_ engineering and enforcement as The Truck and the Driver: 16 mm. 
state and local depositories. May me ee —- ‘tar nw ete —__ f . beautifying the logical means of reducing ac- sound—1 reel. Distributed by: 
be purchased from_ Eastman Columbi Pict ce boat ighways and, at the same time, cidents. NATIONAL SAFETY COUNCIL, 
Kodak Co., Teaching Films Div., eet stati on rp., loca eliminating the dangers. f INC., 20 North Wacker Drive, 
Rochester, N. Y., Price $24.00. Peg Peet eames : bo : Highway Mania: 16 mm. sound— Man on Horseback: 16 and 35 Chicago, Ill. Rental: $5.00 per 
Deals mostly with the progress A feature-length picture, starring 2 reels. Distributed by: Walter O mm. sound—1 reel. Distributed duy 
made in railroad safety. Discusses Richard Dix and ‘Joan Perry. Gutlohn, Inc., 35 W. 45th St., by: Chevrolet Motor Car Co., De- Deals with truck driving. A con- 
safety in maintenance and con- Dramatic story of a district at- New York N. Y Rental: $4 00 troit, Mich. Rental: Free. vincing and effective ertrayal of 
ti M -less institution- torney’s fight to reduce highway . ote or 7 ; Covers the training, duties and - ‘lee farteotien 
struction. ore-or-less institution 2 yet per day. g. . correct procedures in city driving 
al in i apting accidents. Shows court scenes and 4 functions of the mounted police- : 
al in its message. action shots on the highway Sponsored by the New Jersey psy 4 ae and on the country highways. 
A Safe Day: 16 mm. sound—1 — y- State Highway Commission. In- man and his efforts to improve Covers many phases of truck oper- 
reel, 10 minutes. Distributed by: Drunk Driving: 35 mm. sound— terviews of traffic authorities by pedestrian safety. ation and maintenance. 
Chevrolet Motor Car Co., Detroit, b ra ee on Lowell Thomas. Dangerous driv- On Two Wheels: 16 and 35 mm. Turnabout Man: 35 mm. sound— 
Mich. Rental: Free. | h hich a rt ors, ere ing hazards are illustrated and sound—1% reels. Distributed by: 1 reel, 8 minutes. Distributed by: 
Subject matter covers home, high- _— o ? ’ correct methods given. Chevrolet Motor Car Co., Detroit, Chevrolet Motor Car ‘Co., De- 
way and industrial safety. Effec- Won the David S. Beyer Award : : er : > F : > 
vas , . ’ ie Hit and Run Driver: 35 mm. Mich. Rental: Free. troit, Mich. Rental: Free. 
tive safety message to the aver- for the best theatrical film on , ‘sanbP : ons : 
: 7 -affi : * an sound—2 reels. Distributed by Illustrates safe bicycle riding. An amusing portrayal of poor 
age worker on the value of safety traffic safety during 1939. A Teaching Film Custodians, Inc Shows proper rules and _traffi manners on the highway. Shows 
in his daily life. Shows typical highly emotional and dramatic : -y ; %s ° . * : a : ar : 


: : 25 W. 43rd St., New York, N. Y egulations -ycli y be ‘ rs i ivi are 
safe worker in his daily routine film, telling a tragic story of a 25 W. 43rd » New York, N. Y. regulations for cyclists. why bad manners in driving are 












PROMOTING 


@ IN MANY WAYS as important as 
the final screening of the movie 
advertising reels are countless ways 
in which these films can be “sold” 
to the local dealer and to the 
retail buying audience. 

The thorough preparation of this 
kind of promotion by one of the 
country’s largest advertising agency- 
producers of these screen advertis- 
ing campaigns sets an example for 
other screen advertisers, present and 
prospective. From the extensive 
files of the J. Walter Thompson 
Company’s film department come 
the few interesting examples which 
are illustrated on this page and 
which represent dozens of similar 
promotional ideas regularly pro- 
duced for clients. 


SELL THE DEALER First 


In order to successfully evaluate 
the success of a screen advertising 
campaign in representative locali- 
ties, the confidence and interest of 
the local retailer is _ essential. 
Through his knowledge of the cam- 
paign, both goodwill and active 
interest are gained for the sponsor 
and the product. With a campaign 
running in the nearby neighborhood 
theatre, his windows and counters 
may be vital elements in bringing 
about the actual sales results which 
the movie campaign is striving for. 
Turning interest into sales action is 
the retailer's job but it is a wise 
sponsor who keeps his part of these 
sales in mind. 

In the case of the Kraft “Minute 
Movies” for example, the cartoon 
characters created for the series are 
carried through in floor and table 
displays, ads and counter and win- 
dow setups. The cartoon character 
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SCREEN ADS 


is ideally adapted to such purposes 
and having once entertained the cus- 
tomer in a nearby theatre becomes 
a familiar friend when recognized 
in the dealer’s display. The dealer 
is invited to see the characters him- 
self at the nearby theatre. 


Cartoon Is Userut Device 


The animated cartoon has earned 
a very important measure of audi- 
ence acceptance in recent theatre 
campaigns and various tests. These 
funny little figures have even been 
enthusiastically applauded and their 
selling arouses as little reaction as 
the theatre’s own announcements. 
Fortunately, these animated char- 
acters also make ideal display fig- 
ures and a theme for the display is 
easily evolved from their screen 
antics. Some of this success can un- 
doubtedly be attributed to Disney’s 
famed successes in Snow White and 
Pinnochio and the subsequent bar- 
rage of Disney commercial tieups 
creates a further comparison. 

The principal point, however, is 
that the screen campaign needs 
such followup attention. The steps 
which should be observed can be 
enumerated about as follows: 

1. Bring the characters of your 
screen advertising to “life” in the 
dealer’s store. 

2. Prepare an adequate campaign 
of promotional materials including 
floor, counter, table, and window 
displays. Give the dealer a “press- 
book” or complete instructions on 
how to cooperate with the movie 
campaign. 

3. Utilize premium and sales sug- 
gestions to key with local theatre 
showings. See that the dealer at- 
tends the showings. 
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SHELL CARTOONS 
USED IN CAMPAIGN 
These familiar Shell drop- 
lets are now appearing on 
billboards, in dealer displays 
and in the Company’s screen 
advertising campaigns where 
they come to life to win en 
These 
illustrate well the remarkable 


adaptability of 


thusiastic audiences. 


cartoon fig- 


ures for this type of all- 
around promotion 
CARTOON PRODUCTION BY 
CARTOON FILMS, LTD 











screen 


shows 


ADVERTISING 


hy 
P 












window dis- 
play poster illustrat 
ing a tieup with the 


ad 


dealer 


1 
tite 


treup possibilities 











[21] 





Banks make use of institutional screen 
rdvertising campaigns 

@ THe success of 

the screen advertising medium in 


PHENOMENAI 


manv lines of merchandising from 
the higher priced range occupied 
by automobiles and _ refrigerators 
to lowly five-cent beverages has 
amply demonstrated the selling 
versability of these short movie 
reels. Its flexibility has also been 
demonstrated through the extensive 
system of theatre locations which 
permit the national sponsor to use 
screen campaigns in close proximity 
to centers of distribution and also 
in very close relation to his own 


dealer setups in these centers. 


How THE LocaL DEALER 
PARTICIPATES 

From the local retailer's point of 
view, the screen medium is even 
more simple. An increasing num- 
ber of national advertisers are find- 
ing both economical and feasible 
to offer local dealers screen adver- 
tising programs consisting of an en- 
tire season’s campaign of twenty, 


thirty or more subjects. Typical 
Typical of dealer cooperative programs 
iffered by national advertisers are thi 


Philco and Sinclair Plans offered dealers 


; 
it these representative company scree 


advertising brochures 








SCREEN ADS 


joo DEALERS 


syndicated advertising reels for 


many 


“From a small beginning over six 
ears ago, Sinclair Movies have en- 
yed a remarkable growth Today 
they are a headline success in the 
movie advertising tndustr) Proof 


of national advertisers who are 
making such campaigns available 
to local dealers are the Sinclair 
Refining Company, the Orange- 
Crush Company, Westinghouse, Dr. 
Pepper, Proctor and Gamble, Flor- 
sheim, and a lengthy list of similar- 
ly prominent merchandisers. 

A good many of these programs 
are offered on what Sinclair terms 
the “50-50 plan.” Computing the 
cost of the program at about $2.50 
per 1,000 “reader-listeners” (a fair 
average) the Commission Agent is 
asked to pay one-half or $1.25. The 
per person cost to the Agent is 114 
mills. Similarly, Orange - Crush 
campaigns, made available to bot- 
tlers on a “low-cost, rental serv- 
ice” basis, are arranged for by local 
representatives of the principal 
advertising agencies who 
contact the local bottler, set the 


screen 

theatre dates and furnish checking 

reports. This is typical procedure. 
SYNDICATED Business REELS 


For local dealers without nation- 


kinds of retail business 


of this is readily apparent in the 
fact that during 1939 nearly two 
million people every week saw Sin- 
clair Movies on the screens of mo- 
tion picture theatres.” 

—Sinclair dealer literature 


al affiliations and for such relative- 
ly independent lines of business as 
banks, building material suppliers. 
etc., the screen advertising pro- 
ducer-distributor has made avail- 
able syndicated promotional cam- 
paigns. Typical of these are the 
banking Broad- 
casts” which include 17 newsreel- 
like “story films” to sell local audi- 


service “Screen 


ences on various financial service 
and 20 “human interest” playlets 
to help the bank increase profitable 
personal loans. 

In the building field another se- 
ries includes modernization, repair 
and new construction reels. Local 
dealer signatures are added. 


PROBLEMS AND ADVANTAGES 


Obviously the problems encoun- 
tered in this field are those ex- 
perienced with other syndicated 
media. Scenes and commentary 
must be general, the spoken dia- 
logue may easily fail to express 
the local dealer’s personality. 

On the other hand, through the 





Lumber dealers, also, are most effectively 
making widespread use of screen ads 


use of newsreel-style sequences and 
well-edited “national” copy and by 
exercising good taste and judgment, 
the producer has overcome prac- 
tically all of these objections. With 
growing recognition that the pri- 
mary responsibility is to the movie 
audience, quality will be improved. 
Certainly the power of the medium 
through its hold on the undivided 
attention of the subject, its almost 
complete lack of waste circulation 
and a corresponding low cost per 
person makes it a most desirable 
medium. 

Truly, professional quality pro- 
duction is essential to the medium’s 
well-being. For it will be remem- 
bered that the very power of the 
medium lies in the audience’s ac- 
ceptance or even tolerance of the pe- 
riod during which it is on the 
screen. This tolerance has been 
turned into enthusiastic reception 
by the use of color, animation and 
clever editing. That is the goal 
toward which all must strive. 


Theatres in the Latin American Markets 


© “Latin America, with its 5,400 


motion picture theaters, is an 
important market for motion pic- 
United States, 


owing to present war conditions 


tures from the 


in Europe; and this area, with 
free accessibility through shipping 
lanes. should become an even more 
important outlet for these products. 
European films, which prior to the 
present war accounted for about 15 
per cent of the total shown in these 
countries, are fast becoming un- 
available to Latin American exhib- 
itors. With the proper type of films, 
producers in the United States 
should gain a good portion of this 
15 per cent; and, added to the 76 
per cent of showing time in these 
markets now given to United States 
productions, there are some hopes 
that a very small portion of our 
European losses may be recovered. 

“Latin American, however, should 
not by any stretch of imagination be 
considered as a panacea for our 


European losses, nor should these 


Editor's Note: This excerpt is 
from Nathan Golden’s authoritative 
Department of Commerce reports 
on film markets. 


markets be used as a dumping 
ground for every motion picture 
produced by our Hollywood studios. 
Furthermore, when looking at Latin 
America as a market for the ex- 
tended showing of United States 
motion pictures, it must be remem- 
bered that in the countries of Brazil. 
Chile, Colombia, Cuba, Honduras, 


Latin-America has long been a recep- 
tive user of screen advertising reels. 





Mexico, Panama, Peru, and Vene- 
zuela, with a total of nearly 100 
million people, population figures 
alone do not constitute an accurate 
index to the size of the theater-going 
public. 

“Latin Americans have definite 
likes and dislikes as to the types 
of films shown in their theaters, but 
it can be generally said that the 
well-known United States film stars 
are well liked and that our pic- 
tures draw well at the box office; 
also, that our technique and photog- 
raphy are highly appreciated.” 

ARGENTINE 

The Argentine market uses ap- 
proximately 500 feature films an- 
nually, and films from the United 
States are shown to the extent of 66 
per cent. Argentine films stand sec- 
ond, at about 12 per cent; and 
French films are next with 10 per 
cent; and British and German films 
follow in the order named. There 
continue to be a definite preference 

(Please turn to page 28) 
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@ THE SIMPLE BUT EFFECTIVE combination of 
filmstrip projector and phonograph turntable 
which are the basic units of all soundslide equip- 
ment created a new medium for advertising, 
selling and for the training of salesmen and 
technicians. The projected series of individual 
still pictures, when combined with a spoken 
background of commentary synchronized with 
each picture, possess a startling degree of 
realism and dramatic action. 


From Device To Mepium 


Business’ own need for definition, the grow- 
ing complexity of distribution through wide- 
spread field operations and the need for co- 
ordination between far distant field salesmen 
and dealers and the manufacturer’s headquarters 
were basic factors in turning this handy little 
device into a full-fledged medium with a field of 
service all its own. 

For the slidefilm has no competition except 
old-fashioned antiquated methods. The com- 
pany salesman still carrying bulky charts and 
files of catalogs and pictures is out-of-date; the 
sales manager still depending on extensive 
printed matter to instruct salesmen and workers 
in the field is undoubtedly losing sales through 
misunderstanding and lack of information which 
superior modern media of communciation have 
been developed to solve. 


Mass Propuction Creates NEED 


Business Screen’s latest survey of the sound 
slidefilm field points to the medium’s value in 
meeting the problems created by modern mass 
production and national distribution organiza- 
tions. One automobile sponsor has issued a 
series of sixteen sound slidefilms, fourteen in the 
first six months of 1940. Another automobile 
firm issued a series of twelve programs, ten of 
them within three months. The recognition that 
the medium achieves its greatest usefulness when 
used in series has been an important factor in 
its continued growth. 

There is no monopoly on the medium by the 
automobile industry. But the use of the me- 
dium in that field helps illustrate its usefulness. 
Slidefilms are used by motor car manufacturers 
for training salesmen and for showing to con- 
sumers as a sales aid to the salesman’s personal 
presentation. Merchandising films are also pro- 
duced for the dealer to show to field men. 
Finally the automotive industry makes very 
widespread use of the slidefilm to train me- 
chanics as each new mechanical development is 
added to the car. Chrysler has been an out- 
standing user of the medium for such service 
training. Another very outstanding example is 
the Mechanics Training Course developed by 
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PART ONE: THE PRIMARY USES 
OF THE SOUND SLIDEFILM 


An Introduction to the Application of Visual 


Aids in Advertising, Selling and Training Fields 





a producer’s organization for the United States 
Army. This series of sound slidefilms included 
five kits, each covering a principal section of 
automotive training and from five to ten pro- 
grams were contained in each kit. 

The sound slidefilm’s simplicity belies its de- 
scriptive power. Here the complete facts may be 
assembled with unchanging, inflexible accuracy. 
Photographs illustrating the point in discussion 
are projected to enlarged scale on the screen. In 
the darkened auditorium, the commentator’s 
voice describes each interesting factor and any 
number of reviews can be carried out until the 
audience has learned the visual lesson with 
letter-perfect unanimity. 


Hewtps SALESMAN: SELLS Goops 


The same medium that instructs the salesman 
in the better performance of his job may ac- 
company on his appointed rounds to show the 
customer the advantages of the product. Not 
automobile salesmen alone get the benefits of 
this 1940-model streamlined sales training 
method. Such widely diversified lines of busi- 
ness as department store retailing, food distribu- 
tion, laundry service, agricultural implements, 
publishing, gasoline merchandising and air ex- 
pressing have been the subjects of sales training 
campaigns. 

Syndicated programs for training salesmen 
were a noteworthy addition to the production 
scene in the past year. The Dartnell-Brobuck 
Series, for example, as well as the Eastern-pro- 
duced Firing Line Films made the sound slide- 
film available to organizations who had never 
before used the medium. 

Again, the medium can be turned to good use 
in demonstrating the product it has helped to 
train the salesmen to sell better. In recent pro- 
ductions for the Easy Washing Machine Com- 
pany, the producer first turned out a 99-frame 
program The Balance Wheel of Your Business 
to show the dealer how to sell the 1940 Easy 
Washer. An 85-frame program followed to 
show the dealer’s women patrons how they could 
save money by using the machine. 


YEARS OF MECHANICAL IMPROVEMENT 


* Within the past five years, the slidefilm me- 
dium has been constantly improved by produc- 
ers who learned its many potential advantages. 
The corresponding improvement of mechanical 
equipment, particularly in amplification and 
projection, have made the medium less expen- 
sive and far superior. Now, the perfection of 
color print duplication and the recent arrival of 
stereoscopic third-dimensional projection opens 
up new vistas for the immediate future. The 
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availability of low-cost light-weight equipment 
for widespread field use is also worthy of 
mention. 

The standard mechanical description which 
will include a majority of equipment can be 
stated as follows: an electrically amplified 
phonograph combined with a manually oper- 
ated filmstrip projector. A recorded program 
describes the accompanying illustrations as they 
are projected on a screen. On a filmstrip of 
standard 35mm size, from twenty or thirty to 
one hundred or more scenes may be included 
and either a ten, twelve or sixteen-inch disc re- 
corded with the accompanying spoken commen- 
tary and musical accompaniment. 

SLIDEFILM COST ELEMENTS 

Such equipment may be operated on either 
AC or DC current and the cost ranges from as 
low as $30 to $40 to slightly over $100 for the 
unit. Modern equipment weighs as little as ten 
pounds for personal interview equipment up to 
forty pounds for large-audience units. The cost 
of producing subject matter includes photogra- 
phy, sets and scenery, models and commentators, 
mechanical recording and laboratory detail. A 
first essential is the preparation of a suitable 
script based on the sponsor’s need and usually 
backgrounded by thorough research. These fac- 
tors enter into the final cost of the production 
but the list is by no means complete for each 
client’s needs may vary considerably. 

In general summary, it can be noted that the 
cost of the slidefilm program is considerably 
less when the producer is permitted to turn out 
these subjects in series. 














































SLIDEFIL™ 
Maxim: “Tell ’em 
what you're going 
to tell ’em; tell 
‘em; then tell ’em 
what you told ’em.” 


KEY TO FILM 
PRODUCTIONS 
(A) Associated 
Sales Co., Ince., 
Detroit 
(B) Brobuck, Inc.., 
Detroit, Mich 
(JH) The Jam 
Handy Organiza 
tion, Detroit, other 
principal cities. 
(v) Vocafilm, Inc., 
New York City 
(AV) Audivision, 
Inc., New York 
(HF) Haig & 
Francisco, In¢ 
Chicago & Dayton 
(PH) Paul Harris 
Prod., ( hicago 





SALES TRAINING: SLIDEFILMS NO. 1 JOB 


@ THE SLIDEFILM HAS PROVED its field of great- 
est usefulness in training salesmen and improv- 
ing sales techniques. In this first instalment a 
group of general lines of business are surveyed 
to study the application of the slidefilm to spe- 
cific training tasks. The programs discussed in 
greater detail are only representative of a small 
part of this immense field. 

Thousands of single slidefilm programs were 
produced last year for all types of business 
organizations. The brief excerpts from this vast 
production schedule may help apply this valu- 
able tool to your organizational needs. 





AUTOMOTIVE INDUSTRY 





Principal Use: Training the dealer’s salesmen, 
from introduction of new models and new ac- 
cessories to seasonal selling techniques, trade- 
ins, etc. 

Outstanding Users: American Brakeblok, Chev- 
rolet, Chrysler, DeSoto, Dodge, Ford, General 
Motors, Globe-Union, Hudson, Nash, Packard, 
Plymouth, Pontiac, Studebaker, Willard Stor- 
age Battery, General Electric (Lamp Div.). 


Training the Automobile Salesman 

Where Do We Go From Here, Getting the 
Final ‘Yes, How to Make Owners Your Cus- 
tomers, etc. Plymouth Division, Chrysler Cor- 
poration. Purpose: basic sales training on vari- 
ous points of technique, situations, etc., for the 
salesman on the dealer’s floor. Theme: entire 
series produced on various topics. Audience: 
dealer’s salesmen at group meetings. (B). 

Pontiac’s Cooling and Lubricating System, 
etc., 1940 model series. Pontiac Div., General 
Motors Corp. Purpose: retail dealer’s sales- 
men training. (JH). 


Training Automotive Jobbers’ Salesmen 

A New Decade Dawns. Produced for the 
A C Spark Plug Division, General Motors Corp., 
192 frames in technicolor (30 minutes plus 
2-minute open and close). Purpose: To sell the 
jobbers and jobbers’ salesmen on the complete 
AC Merchandising program and to present the 
“Red Can” Campaign. It explained how cam- 
paign material should be distributed and used, 
and demonstrated the service station attendant’s 
application of the displays and advertising to 
selling spark plug cleaning to car owners. The 
film was shown by AC’s sales staff at meetings 
throughout the country. At the conclusion of 
each meeting, the first of the campaign mate- 
rial was given to the men. (A). 

Inspector Hoo Follows Through. Delco-Remy 
Division General Motors Corp., 216 frames. Pur- 
pose: to demonstrate to jobbers’ salesmen t! 
product superiorities of the Delco-Remy line and 
how they can cash in on the sales advantages 
these superiorities give. Theme: The salesmen 
are presented the story of quality manufacture 
and stress is laid on the value of the guarantee 
and consumer acceptance. Audience: This film 
was presented by the United Motors Service or- 
ganization to their service personnel and dis- 
tributors as a feature of sales meetings on the 
Delco-Remy line. (A). 


Training Retail Salesmen in Truck Sales 


Vacation by Truck. Ford Motor Company, 
123 frames. Purpose: To show passenger car 
salesmen the profit opportunities in truck sales, 
train them in the sales procedure, and point out 
that passenger car buyers are sometimes truck 
buyers and truck buyers are invariably passen- 
ger car buyers. This film is distributed through 
the Ford branches to their dealers. (A). 


Showing Salesman Trade Technique 

Why Don’t You Trade Your Car in on a New 
Nash? Nash Motors Division, Nash-Kelvinator 
Corp., 120 frames. Purpose: To present and 
demonstrate to their salesmen a special sales 
technique which Nash suggested for 1940. Audi- 
ence: District managers showed this film to 
dealers’ sales forces, and reproduction booklets 
were available for further study. (A). 


OTHER OUTSTANDING PROGRAMS 


DeSoto’s ten productions since the first of 
1940; a series of fourteen slidefilms for Chrys- 
ler, four for Plymouth, four for Dodge (1940 
only) and five programs for the Dodge Truck 
Division is a typical enumeration of the use of 
this medium in the automotive industry. The 
training of the floor salesmen is their primary 
purpose but these subjects may be utilized for 
showing to consumers as a sales aid to the 
salesmen’s personal presentation. A number of 
slidefilm subjects for these sponsors are based 
on the comparison motif, with the sponsor’s 
car compared point-by-point with competitive 
lines. Generally these subjects average 60-70 
frames whereas merchandising plan programs 
require 100 to 125 frames. (RR). 





BOTTLING AND BEVERAGES 





Principal Use: Training the boitler’s service 
men in selling techniques. 

Outstanding Users: Coca Cola Company (series 
use), Orange-Crush Co. 


Training School for Beverage Service Men 

The noteworthy Coca Cola slidefilm series of 
sales training meetings to be held under the 
local bottler’s auspices is sold in annual groups. 


(JH). 


A Plus Profit Program for 1940. American 
Can Company, Marketing Division, 91 frames. 
Purpose: To show brewery salesmen how to take 
advantage of the Canco merchandising plans to 
increase their retail sales on can beer. Potential 
audience: All brewery salesmen who sell can 
beer. Method of Distribution: Via Canco spe- 
cialty men. Theme: Canco’s tested merchandis- 
ing campaign has behind it years of successful 
achievement in selling a steadily increasing 
volume of can beer each year. It pays every 
brewery salesman to use Canco’s tested plan in 
order to increase his own sales. Promotion: the 
various merchandising materials prepared by 
the company for this campaign are used as the 
supplementary material and distributed coinci- 
dentally with the showing. (v). 
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BUILDING SUPPLIERS 





Principal Use: Training the sponsor’s own sales- 
men as well as the lumber and supply dealer’s 
in new product lines, etc. 

Principal Users: Bird & Son (roofing, etc.), 
Celotex Corp., Johns Manville, Tilo Roofing Co. 





CLOTHING AND TEXTILES 





Principal Use: Training the retail store clerk; 
particularly department store salespeople in 
product superiority, methods of selling, etc. 
Principal Users: Associated Wool Industries, 
Columbia Mills, Cooper’s, Inc., B. Kuppen- 
heimer Company, Charis Corp., Hookless Fas- 
tener, Printz, Biederman Co. 


Training the Clothing Store Salesman 
Tested Ways of Selling Quality Clothes. B. 

Kuppenheimer Co. Purpose: Sales training for 

Kuppenheimer retail store salesmen. (B). 


* Contributing an entirely new approach to the 
problem of sales promction, Coopers, Incorpo- 
rated of Kenosha, Wisconsin have scored again. 
The film /#’s a Pleasure departs radically from 
the usual formula of product promotion by 
dramatizing some of the everyday personal prob- 
lems faced by the department store salesperson. 
A supplement to the Cooper booklet, “Retail 
Selling Made Easy,” will be distributed to de- 
partment store salespeople in conjunction with 


the showing of the slidefilm. (PH). 
Selling Window Shades 
New Shades for Old. The Columbia Mills, 


Inc., 100 frames. Purpose: For department 
store, furniture store and specialty shop sales- 
people, to register facts about window shades, 
and how to sell them. Audience: All retail 
salespeople. Theme: The production puts its 
principal emphasis on the proper procedure in 
selling window shades from a decorative, as 
well as utility standpoint. A special feature is 
the inclusion of some Kodachrome shots show- 
ing salespeople how to sell window shades in 
their relationship to wall paper, draperies and 
glass curtains. Distribution: To all retail stores 
handling Columbia window shades via Colum- 
bia’s own salesmen operating out of 17 branch 
offices. Promotion: A special sales training man- 
ual which brings out the major selling points in 
the film is distributed to all salespeople attend- 
ing these Columbia showings. (v). 





FOOD & DAIRY PRODUCTS 





Principal Use: Training store clerks and show- 
ing wagon delivery men, etc., improved methods 
of service and salesmanship. 

Principal Users: (Dairy field) Beatrice Cream- 
ery Co., Borden Co., Good Humor Ice Cream 
Co., International Association of Milk Dealers, 
Milk Industry Foundation. 


TypicaL Dairy Fiecp Propuction 

Stumbling Blocks or Stepping Stones, Follow 
Up the Hot Ones, etc. International Assn. of 
Milk Dealers. Purpose: Show the milk dealer’s 
employees, particularly wagon drivers, how to 
improve sales in field. Distribution: Through 
local showings in dairy. (B). 

(To Be Continued Next Month) 
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1. TRAINING YOUR OWN 
SALESMEN—Surveys among 
a large number of sales or- 
ganizations show that about 
20% of the average sales 
forces produce approximately 
80% of the sales. One of the 
most important jobs of every 
Sales Manager is to increase the efficiency 
of the border-line producers, who comprise 
80% of his staff. Available records show 
that the efficiency of sales forces have been 
increased from 3% to 37% when the me- 
dium of Sound-Slide Films have been added 
to the sales program. 


Well prepared Sound-Slide Films inspire 
and educate your salesmen... gives them 
increased knowledge of your product or 
service . . . teaches them how to sell it. 
They learn the one best way to present 
your product and each point about it. Think 
of the tremendous power built up by your 
salesmen telling the same story in the one 
best way at the same time throughout the 
country. It will develop greater belief in 
you and your product ... pride in your 
organization ... your advertising and mer- 
chandising . . . your sales aids. You can 
teach your salesmen how to analyze their 
own territories . . . select their prospects 

. customer approach . . . proper demon- 
stration . . . how to overcome objections 

. Meet competition ... the proper way 
to close sales and finally how to salesman- 
age themselves and their territories. 
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Helping Salesmen With Modern Methods 


From the Outline Suggested by R. M. McFarland 


2. TRAINING JOBBER’S 
SALESMEN—If you distrib- 
ute through jobbers you have 
long recognized that your 
product is in direct competi- 
tion with scores, even thou- 
sands, of other items carried 
by these salesmen. Spotlight 
your product in their minds .. . teach them 
more about your product . it is only 
human nature for a man to talk about 
things he knows and feels that he can talk 
about intelligently. Experiences of scores 
of manufacturers have proven that the 
Sound-Slide Film is the one best medium 
to accomplish this end. 


3. TRAINING THE DEALER’S SALES- 
MEN—tThe drones of the sales world... 
the most important link in the sales chain 
... yet the most neglected. Business spends 
millions of dollars advertising . . . creating 
desire in the minds of consumers for par- 
ticular products . . . directing them to re- 
tail outlets for demonstrations and com- 
plete information. At the retail outlet the 
poor consumer finds himself too often at the 
mercy of an uninformed salesperson. Stop 
a moment and estimate ... do you feel that 
even 10% of the retail salespeople selling 
your product know and understand it... 
its uses . . . limitations . . . outstanding 
merits ... proper demonstrations, etc.? Or 

. do they substitute a product of less 
merit but one which they know more about 

. one that carries a larger profit or sells 
for less than your product? 





Next Issue: Training Technical Workers With Slidefilms 
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th SALESMAN 
NOT THE PROJECTOR 
CONTROLS THE INTERVIEW 








WHEN HE USES 


SLIDEFILMS 


Because the salesman can vary the length of 
time for showing each picture in a slidefilm, a 
thorough understanding of each point thus illus- 
trated in his sales message is assured. He does 
a better job of selling. You profit from his more 
effective work. | 


SLIDEFILM 
PROJECTORS 


show your slidefilms at their 
best. Their superior brilliance 
and convenience have made 
S. V. E. Projectors first choice 
of industrial slidefilm users. 
S. V. E. Projectors are stand- 
ard equipment in all leading 
sound slidefilm units. Write 
for interesting folder “How to 
Show It” for full details. 
Address Dept. 7B. 


SOCIETY FOR VISUAL 





EDUCATION. INC. 


CHICAGO - ILLINOIS 





100 €AST OHIO STREET 
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A MODERN MANUAL OF SLIDEFILMS - IV 





New Technical 
Achievements Bring 
Third-Dimension to 
Sound Slidefilms 


* Now pepTH or third dimension 
has been adapted to the slidefilm. 
The General Electric Company has 
released a new and totally different 
slidefilm on the Company’s Mazda 
Driving and Passing Auto Lamps 
entitled A Million Dollar Market. 
This is the first sponsored commer- 
cial slidefilm to be produced that 
offers third dimension using Polar- 
oid material for projection. It is 
a thirty-minute showing and is 
being shown through General Elec- 
tric Lamp Division offices. 

The film shows the construction, 
the manufacturing processes, en- 
gineering data, road comparisons 
and sales promotion suggestions on 
the new Passing and Driving Auto- 
mobile Lamp. 

PoLarow TECHNICIANS ASSIST 

Technically, the production of 
such a film presented many prob- 
lems and the United Motion Pic- 
tures, Inc., of Cleveland, producers, 
were assisted by the technical staff 
of the Polaroid Corporation. 
Special three dimension projectors 
were designed and furnished by the 
Society for Visual Education and a 
special screen was produced by the 
Raven Screen Company. 

Almost everyone has seen or 
heard of stereoscopic pictures and 
many can remember the old stero- 
scope and pictures usually found in 
a prominent place in the parlor. 
These pictures had depth, and are 
the granddaddy of this new 
“Natural Vision” slide film. 

But the industry knows too well 
the millions that have been spent 
experimentally in trying to project 
on a screen this same idea, and with- 
out tangible commercial results. 
The use of Polaroid glass, however. 
both in projection and polaroid 
glasses to view with, has finally 
made possible this amazingly most 
natural slide film. Polaroid makes 
light behave—gives light waves a 
definite direction. 

PIONEERING Step By Step 

The taking of the original nega- 
tives has been, according to the pro- 
ducers, like a baby learning to 
walk. Each step was an experiment. 
Every move must be to an absolute 
interocular scale—one picture as 
your right eye sees it, one picture as 
your left eye sees it, and then pro- 
jected on a screen with the unusual 
two-eyed machine. You see—not 
only height and width but depth as 
well. 

That this film was ever attempted 


has been due to the pioneering of 
H. Freeman Barnes, Sales Promo- 
tion Manager of the Lamp Division 
of the General Electric Company, 
and Frank F. Schuhle, in charge of 
Sales Promotion of Automobile 
Lamps, who supervised the actual 
production. 


(See illustrations below) 


Other Dimensional News 

* Announcement is ex pected 
shortly of further 3rd dimensional 
developments. A midwestern  or- 
ganization has successfully demon- 
strated an attachment for existing 
single and double-frame slidefilm 
projectors which will utilize especi- 
ally photographed (with stereo lens 
camera) scenes. Either color or 
black and white photography may 
be presented. 


* With completion of its first 
series of style prevue showings, the 
Jantzen Company has successfully 
demonstrated the showmanship of 
large-scale lifelike color scenes as 
shown in dimension via the Real 
Life Projector (described in a pre- 
vious number of Business Screen). 
The showings were staged by W. L. 
Stensgaard Associates, merchandis- 
ing and display counselors. 


Opening frames from the new GE 
3rd-dimensional  slidefilm recently 
presented through dealers. 


GENERAL 
ELECTRIC 


PRESENTS 
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Better 16 ways, this projector, — 
designed by RCA Photophone Engineers, 
is priced with the lowest! 


ALESMEN who have never before used a 
16 mm. projector find this new RCA unit 
surprisingly simple to thread and operate! 
Threading is easy because threading line is 
cast right on projection block. Controls are 
simple. Films are automatically rewound. 
The RCA 16 mm. Sound Film Projector is 
also out in front in performance. Floating 
film principle bans tugs and jerks. Assures 
smooth, effortless projection. Your sales 
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story literally “sings” because pictures are 
more brilliant, sound is far superior. 10% to 
20% greater screen illumination is provided 
by oversize reflector, condenser and large 
objective lens. Sound is clear and natural at 
any volume, thanks to film take-up equalizer 
and electrodynamic speaker. 

In every detail this projector reflects the 
unmatched experience of RCA Photophone 
engineers who design the motion picture 
sound equipment used by Hollywood studios 
and in thousands of top-flight theatres. Best 
of all, it’s Jow in cost! Send coupon for full 
information. 


Trademark “Victrola” Reg. U.S. Pat. Off.by RCA Mfg. Co., Inc. 


Yes...and new RCA 16 mm. 
Sound Film Projector is 
easy to use! 


You don’t have to be a professional projectionist 
to operate this amazingly simple unit that provides 


The RCA 16 mm. Film Projector is light in 
weight. You can carry it from one place to 
another, like a suitcase. May be used with 
microphone or Victrola Attachment. 










BETTER 16 WAYS! 


1. Better sound reproduction 9. Better reproduction 

2. Better, more brilliant 10. Better framing 
projection 

3. Better, simpler threading 11. Better tone 

4. Better and more efficient 12. Better accessibility 
cooling 13. Better versatility 


5. Better reel take-up and rewind 1 
6. Better equalization 

7. Better operating ease 15. Better lamp service 
8. Better input performance 16. Better portability 


4. Better lubrication 


RCA Radio Tubes make any projector a better projector 


Educational Dept. (BS-7) 
RCA Manufacturing Co., Inc. 








Camden, New Jersey 


PY 


Please send me complete information con- 











cerning the new RCA 16 mm. Sound Film 
Projector. 


Name 


Company 





Address 








City State 








‘schutcal 


NEWS AND 
NOTES ON 


EQUIPMENT DEVELOPMENT 


Is this the world’s most beautiful. private 


Kungsholm restaurant, Mr. Frederick A 


New York Television Suspends 


® To comply with new television 
orders issued in July by the Federal 
Communications Commission, the 
National Broadcasting Company has 
announced that program service 
over Station W2XBS in New York 
City would be suspended August 1, 
pending necessary alterations to 
studio and transmitter equipment. 
A regular program schedule has 
been maintained over the NB 
transmitter here since May 1, 1939. 

Important changes and improve- 
ments in transmission are to be 
made during the time the NBC 
station is off the air, according to 
Alfred H. Morton, vice-president 
in charge of television, who made 
the announcement. These, he added, 
would involve no more than a very 
slight adjustment in the receiver. 

Morton would make no prediction 
on the date for resumption of pro- 
gram service over the NBC station, 
the only one now operating in the 
New York City area and the first 
to inaugurate regular public service 
in the United States. Work on the 
technical changes involved in com- 
pliance with the FCC order, he 
said, would begin immediately af- 
ter the station goes off the air. Re- 
newal of the NBC television pro- 
gram service to several thousand 
owners of receivers in the New 
York area will be made as soon as 





theatre? 
Chramer has built this film auditorium. 


On an upper floor of Chicago’s 


the task of altering the station’s 
equipment is completed. 


Magic Carpet Glows in Dark 


® Greater safety for the modern 
business motion picture theatre is 
provided by a new “magic carpet” 
which glows in the dark, according 
to H. E. Millson of the Caleo Chem- 
ical Division of the American Cyan- 
amid Co., Bound Brook, N. J. 

The new carpet is dyed with spe- 
cial dyes which appear quite ordi- 
nary in daylight but glow softly 
with various colors in the “black 
light” of invisible ultra-violet rays, 
Mr. Millson explained. 

The absolute darkness necessary 
to bring out the full beauty of mod- 
ern motion pictures in color has 
increased the chance of accident to 
people entering theaters from 
brightly lighted foyers, Mr. Millson 
said, and to overcome this carpets 
can now be had dyed with fluores- 
cent dyes to light the way in total 
darkness. Instead of the usual 
shaded lights along the aisles of 
theatres (which interfere with the 
fidelity of colored pictures and gen- 
erally illuminate only the area 
light), small electric 
tubes shed ultra-violet rays on the 
carpet which is normal in all re- 
spects except that the dyes used to 


near the 


color it possess the property of 
fluorescence. 


Latin - American Markets 





(Continued from Page 22) 
for United States films in this mar- 
ket. In recent years, however, Ar- 


gentine pictures have become in-, 


creasingly popular in the subse- 
quent run and small-town theaters, 
and in these houses they have dis- 
placed the foreign films to a con- 
siderable extent. Approximately 60 
feature films were produced in Ar- 
gentine during 1939, as compared 
with 50 in 1938, 30 in 1937, and 18 
in 1936. Several of the studios are 
fitted out with modern equipment. 

There are 1,208 motion picture 
theaters in all Argentine, with a 
seating capacity of 644,322. Of 
these theaters, 930 are considered 
as active, and of this number about 
one-third operate on Sunday only. 
The admission charged by a first- 
run theater averages 2 pesos; a few 
charge 2.50 and 3 pesos. The popu- 
lar theaters scale their admissions 
from 0.40 to 1.50 pesos. First run 
houses generally offer two features 
with shorts; but the majority of the 
theaters exhibit at least three fea- 
tures, and sometimes more. Types 
of films best liked by Argentine au- 
diences are adventure, historical, ro- 
mance and comedies. 


BRITISH WEST INDIES 


In the markets comprising the 
British West Indies, approximately 
100 feature films are required. This 
area (including the Bahamas, Bar- 
bados, 


Jamaica, and 
Trinidad) have a total of 65 thea- 
ters with a seating capacity of 
39,300. 

Motion pictures produced in Hol- 


Bermuda, 


lywood are shown in the theaters 
of the West Indies to the extent of 
88 per cent of all films shown. 
There is no domestic production. 
Films best liked by the audiences 
of this area are action and West- 
erns, musical comedies, and serials. 


BRAZIL 


Brazil, with its 1,300 motion pic- 
ture theaters, having a seating ca- 
pacity of 750,000, offers a good 
market for North American films. 
This market requires about 550 fea- 
ture films annually, and only 57 
per cent of the films shown are from 
the United States. The keenest com- 
petition afforded our films in 1939 
came from French and German pro- 
ductions, notably the former. How- 
ever, the latter, particularly since 
the war in Europe, have lost out 
heavily because of this propaganda. 
Films from the United States are 
well received and are generally pre- 
ferred to either locally produced 
films or other foreign pictures. Lo- 
cal productions are, however, very 
acceptable, and in 1939, six feature 
films were produced. Production fa- 
cilities, although not adequate in 
some respects, are sufficient to meet 
the present small demand for do- 
mestic films. Portuguese is the lan- 
guage of Brazil, and dubbed lan- 
guage films are not acceptable to 
movie-goers. Action films, which 
do not depend entirely on dialogue, 
seem to be preferred by Brazilians. 
Musical comedies, light dramas, 
and biographical plays are pre- 
ferred by first-run audiences in the 
key centers. In the interior and in 
many neighborhood houses, West- 
erns, action pictures, and _ serials 
are in demand. 





Projection facilities in the Kungsholm’s theatre consist of these modern . {mpro- 
sounds operating from a single amplifier for perfect change-over without interruption. 
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THE PRODUCTION LINE 





* Four new movie features ranging 
from a symphonic fantasy in techi- 
color to a picture tour of the 1940 
World’s Fair have just been re- 
leased by the Ford Motor Company. 

These productions are available, 
without charge, for showings be- 
fore school and church groups, 
service clubs, and various civic or- 
ganizations and private clubs re- 
questing them. 

Symphony in F, one of the first 
“stop action” movies made in techi- 
color, sets a new pace in screen 
technique and screen entertainment. 
With Linton Wells, famed CBS 
news analyst as narrator, the 15- 
minute feature traces in an extraor- 
dinary manner the far-reaching in- 
fluence of the motor car industry 
throughout the world in gathering 
raw materials for the automobile. 

Doll-like figures which animate 
the Ford Cycle of Production ex- 
hibit at the New York Fair step 
into the same characterizations for 
Symphony in F. The farmer, chem- 
ist, lumberjack, miner, cotton 
picker, rubber man and transporta- 
tion worker all dramatize—in song 
and action—their parts in pouring 
raw materials from all parts of the 
compass into the River Rouge 
plant, world’s greatest industrial 
unit. 

The movie swings from fantasy 
to actual pictures in color of vari- 
ous manufacturing processes at the 
Rouge, with comments by Wells on 
scenes in the steel mill, glass plant, 
plastics division, motor assembly 
building, tire plant, fabrics divi- 
sion and on the final assembly line. 

Building of the 28,000,000th 
Ford car in fantasy concludes the 
Symphony. The car was assembled 
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REFERENCE 
BOOK aud 


The DeVry 
camera unit 
within the new 
automatic 
flight test set- 
up described in 
the column 
below. 








this year at the Edgewater, N. J.. 
branch plant. Various automobile 
parts take on life-like appearance 
as they parade to the assembly line. 

Other new Ford movie releases 
include While the City Sleeps, show- 
ing some of the amazing but little- 
known tasks performed by night 
workers in a big city; Keep This 
Under Your Hood, an animated 
cartoon drama of what occurs inside 
an automobile engine; and Scenes 
From the World of Tomorrow, a 
six-minute pictorial whirl over, 
and through the New York World’s 
Fair. 

The films are distributed through 
Ford dealers and Ford Motor Com- 
pany branches. Showings can be 
arranged upon request to dealers. 


New Air Test Unit 


¢ An important contribution to 
the national defense program and 
particularly to the aviation indus- 
try is being made by a DeVry 
camera unit now installed in the 
flight recorder equipment being 
used by the Douglas Aircraft Com- 
pany of El] Segundo, California. 
The instrument panel of all new 
ships is photographed by this 
equipment. According to E. H. 
Heinemann, Chief Engineer for 
Douglas, the recorder has become 
a standard part of flight test 
equipment and has done much 
to decrease the steadily increas- 
ing burden on flight test per- 
sonnel. The camera assembly 
consists of a DeVry 35 mm. 
motion picture camera with 
magazine capacity for approxi- 
mately 6400 single frame ex- 
posures at a pre-selected time 
interval ranging from 0.5 to 8 
seconds between exposures. 


Lens-Eye view of the instrument 
panel as seen by the DeVry flight 
test unit now being used by Douglas 
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“16 sem. UTILITY. 
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The DeVry 16 mm. Arc Sound Pro- 


jector Gives You This and More 


¢ Theatrical perfection is assured be- 
cause DeVry has incorporated into 
this projector all the banner features 
that since 1913 have made DeVry 
projection equipment the preferred 
choice of theatres, roadshowmen, 
schools, churches, clubs and institu- 
tions all over the nation and in 68 
foreign countries. DeVry 

16 mm. Are 


These superb innovations include: a Seund Projector 
heavy duty sprocket intermittent 
(theatre type) movement, silent chain 
drive, dual exciter lamps and separate 
aperture ventilation. 


* Utility is assured because DeVry 
has provided a 4,000 foot magazine 
the equivalent of 10,000 feet of 35 mm. 
affording one and three-quarter hours 
of continuous playing time, and the 
light source is capable of providing a 
24 foot image with a throw of 125 feet 
or more. 


DeVry Interpreter 16 
mm. Sound Projector 


DeVry manufactures the most complete line of 
16 and 35 mm. silent and sound projectors and 
cameras for professional and institutional use 





DeVry Model “Q” 16 
@ IN ADDITION to mm. Sound Projector 
the DeVry precision- 
built projection line 
illustrated, commer- 
cial film users pre- 
fer DeVry 35 mm. 
Silent Cameras, 
Sound Recorders, 16 
mm. Sound Cameras, 
“Brillante” Projec- 
tion Lenses; reels, 
stands, amplifiers, 
rectifiers, public ad- 
DeVry Super 35mm. dress systems and 
Arc Sound Projector. silent projectors. 





DeVry 35 mm. Port- 
able Sound Projector. 


DEVRY 16 mm. Sepa- 
rate Sound Re- 
corder (below) 





DeV RY Professional 
35 mm. Motion Pic- 
ture Sound Camera. 


DeVry Model “77” 16 
mm. Triple Speed 
Motion Picture Camera. 





“Glorify Your Product” Ss nig FREE ILLUSTRATED LITER- 
A Free Booklet about S Dei ATURE ON ANY PRODUCT 











Gives counts and prices on accurate guaranteed 
mailing lists of all cl of busi enter- 
rises in the U. S. Wholesalers—Retailers— 
anufacturers by classification and state. Also 
h eli lecti of individ ls such as 
professional men, auto owners, inco.ne lists, etc. 


Write today for your copy 


“Movies” you should have! LISTED ON REQUEST! 








DEVRY CORPORATION 


R.L.POLK&CO. 


Polk Bidg.— Detroit, Mich. 


ce eo oe ee 
1111 ARMITAGE AVE., CHICAGO, U. S. A. 


Branches in Principal Cities 
World's Largest City Directory Publishers 


Mailing List Compilers. Business Statis- 
tics. Producers of Direct Mail Advertising. 


NEW YORK 10) @ A’ fole)b 
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The Problem of Film 


Wear and Damage 


® Some basic facts concerning the 
problem of film wear and damage 
have been noted by members of 


Business Screen’s editorial staff in 
their almost constant contacts with 
hundreds of present day users of 
sound motion pictures. 

The basic factor in this problem 
undoubtedly lies in the borrowing 
of films and equipment by 


skilled Although 


modern sound projection equipment 


un- 
operators. most 
has been made practically “fool- 
proof” (as witness recent develop- 
ments described elsewhere in these 
pages), accidents still do happen 
and these notes may offer a helpful 
guide to either avoiding them or to 
minimize the difficulties through re- 
pair, etc. 

First: When sending films to a 
that a 
competent experienced projectionist 


strange town, recommend 
be employed. This courtesy is only 
a fair “payment’ which the sponsor 
deserves for the loan of expensive 
sound and color prints. While this 
like a 


such operators, the losses through 


sounds “commercial” for 


careless use of obsolete borrowed 


projectors can be avoided only 
through firm policies by the 
sponsor. 


Secondly: Use adequate printed 
forms, if out 


films for loan, describing precau- 


necessary to send 
tionary starting measures and pre- 
scribing constant vigilance during 
the show by the operator. 
Thirdly: Scratched prints can be 
“rejuvenated” through 
the treatment; 
scratches can be avoided by hu- 


such pro- 


cesses as Recono 
midified film storage or frequent 
Vaporating. 

Finally: Ship in damage-proof 


containers. Corrugated board is 


not adequate protection; either 
fibre or metal are preferable. 
Color Screen Developed 
* Color is in vogue today. Both 


motion picture and “still” photog- 
raphers are employing 
color films extensively. 


modern 
Such pho- 
tographers will usually obtain the 
finest camera and projection equip- 


ment to insure best results. A sim- 


[30] 


ilar interest has been manifested in 
IVAN DMITRI, 
Leica color photographer, in con- 


screens. well-known 
junction with MR. TEW, formerly of 
the B. F. Goodrich Rubber Co., have 
been experimenting for some time 
in order to find a screen material 





ATTACHMENT 
GUARDS AGAINST 
breakage of film on the 
latest Bell & Howell 
Filmosounds which fea- 
ture the sprocket guard 
pictured and described in 
these pages The device 
also prevents defective 
films or incorrect splices 
from jumping the 
sprocket. 


7 


Victor multiple use is brought about 
by the model “R” Amplifier which 
can accommodate Animato- 
phone Sound Projectors (as shown 
above) and as many as eight 12” 
or 15” speakers. A flick of the 
change-over switch stops one pro- 


two 





sr 


The Victor Animatograph sound motion picture units pictured 
here include the new amplifier unit for continuous operation. 


which will best reproduce colored 
motion pictures and the small color 
transparencies made with miniature 
cameras. 

A new material has been devised. 
It is not glaringly white, but just 
of a correct tone to bring out all 
of the beauty and depth of color 
pictures. It also serves extremely 
well for black and white pictures. 
The screen is also washable so that 
it can be kept clean at all times, 
and the pictures projected on it 
can be almost any 
This material is 
available in a 


viewed from 


angle in a room. 


now new screen 
known as the Leitz-Dmitri Projec- 


tion Screen. 


Avoiding Change-Over Breaks 


* With the new Victor Amplifier 
illustrated in this regular 
theater continuity is now possible 


issue, 


for continuous shows without any 
breaks for changing reels. 
This added flexibility and famous 


jector and puts the other into opera- 
tion to permit threading without 
loss of projection time. 

Public Address equipment and a 
record player can also be used at 
the same time to supplement the 
sound projector. Complete infor- 
mation may be obtained by writing 
to the Victor Animatograph Cor- 
poration, Davenport, Iowa. 


New Filmosound Features 


* One of the interesting features 


on the newest filmosounds is the 
handy “right side” clutch control, 


which permits the operator to throw 
the clutch in or out without reach- 
ing over the top of the projector. 
Turning a large knurled knob 
mounted conveniently just above the 
lens does the trick, and with the 
projector unit mounted in a “blimp” 
case, this is a convenience indeed. 
Bell & Howell announces that this 
new control is now available for all 
clutch-equipped Filmosounds in the 





field, except the “Auditorium” 
Model, and since it is so inexpen- 
sive, we believe that many present 
owners will be interested. The new 
device may be used on all Filmo 
silent projectors, as well, again ex- 
cepting the “Auditorium” Model. 
B. & H. states that it is easily in- 
stalled in a few moments by the 
owner. (Price, $2.50). 


* From Bell & Howell also came 
the announcement of two changes 
in Filmosound design. B. & H. has 
devised sprockets and guards of 
such types that the film cannot be 
threaded incorrectly, and a new 
take-up mechanism which winds the 
projected film with constantly cor- 
rect tension regardless of the reel 
size or film load. 


New Sprocket Guards 

* As the Filmosound is threaded, 
the new “Safe-Lock” sprocket 
guards, which are standard equip- 
ment on all models, guide the film 
to its proper position on the 
sprocket. The spring-mounted guard 
is snapped open and immediately 
closed, and the film is threaded, 
locked safely in place. Further- 
more, the new guards extend over 
the outer edge of the film. This con- 
struction, it is claimed, prevents 
defective films, or splices incor- 


rectly made, from jumping the 
sprocket. In addition, the new 


sprockets are made of especially 
hardened steel, said to reduce wear 
almost to the vanishing point. 


New Take-Up 

* The new “self-compensating, con- 
stant-tension” take-up mechanism on 
the rear reel arm of all Filmosounds 
is so designed that the weight of the 
film itself, as it is wound on the 
take-up reel, increases the traction 
of the simple mechanism. Thus, 
claim the manufacturers, the take- 
up is smooth and the tension con- 
stant, no matter what size the reel 
or how much film is on it. 

The mechanism 


Filmosound take-up 


shown below maintains constant tension 
on all sizes of reels or varying film loads. 
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WITH 
GOOD REASON 








FROM long experience, cameramen con- 
fidently rely on Eastman negative films to 
more than meet today’s production re- 


quirements. Extra quality—reserve power 





—supports each film’s special ability; 
and each is firmly established as the raw- 
film favorite, with good reason. Eastman 
Kodak Company, Rochester, N. Y. 


J. E. BRULATOUR, INC., Distributors 


Fort Lee Chicago Hollywood 





BACKGROUND-X 


for backgrounds and general exterior work 


PLUS-X SUPER-XX 


for general studio use when little light is available 


EASTMAN NEGATIVE FILMS 
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SLIDEFILM 
COLOR PRINTS 


Now You Can Send Ws 
Leica- Size Kodachrome 
‘Transparencies for 
Complete Processing Into 
Glorious Slidefilm Prints ! 


EASY TO GET GLORIOUS COLOR! 


¢ Simply send original Leica-size (1"x%2") 
transparencies to Dunningcolor Corpora- 
tion, 932 North LaBrea Ave., Hollywood, 
California. From your individual scenes, 
we will deliver a complete color film slide 
in a single-frame (movie size) sequence. 


(Write for complete instructions on 
how to compose your original scenes 
for reproduction purposes.) 


COSTS LITTLE MORE THAN BLACK & WHITE 


¢ First complete print (including our 
preparatory sequence arrangement) costs 
only $1.20 per frame (each print must in- 
clude 8 blank frames at beginning and 4 
blank frames at end). Additional prints 
of the same film slide cost only 18 cents 
per frame. In all cases blanks mentioned 
are the same price as the pictures. 


NOTE: For quantity orders of 50 prints or 
over, it is more practical to consider the use 
of Dunningcolor Three-Color Prints made 
from special color-separated negatives. Prices 
on request to recognized producers. 


DUNNINGCOLOR 
CORPORATION 


932 North LaBrea Avenue HOLLYWOOD 


L capeeeennenenmnmel 


SLIDEFILM PRODUCERS 


a Pon 


| QUALITY PRODUCTIONS 


BLACK & WHITE & IN COLOR 
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Division n of ARRA, Inc. 


- Chicago i 
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WHiltehall SiS) -:- 16 ‘East Ontario fo Street « 
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Eastern Producers: 





GET IN THE 
SWIM! 


Use 
CARTOONS 
IN YOUR NEXT 
SLIDEFILM 
Write 
F. O. ALEXANDER 


1089 Drexel Bidg. 
Philadelphia, Pa. 











Alabama State Deni. Goes DeVry 





Mr. Roy Marcato, State Photographer representing 
the Alabama State Highway Department, listens 
attentively as Mr. H. A. DeVry, President of the 
Delry Corporation, explains some of the many 
features of the special DeVry Sound Recording 
Equipment which the Department has selected. An 
Eastman Cine Special lomm Camera with DeVry 
Electric Motor Drive is also part of new unit 





Texas Sinisa Film 

(Continued from Page 13) 
with its inclusion, as an integral part of the 
plot, of a petroleum industry message that hits 
home particularly in these days of business 
mistrust. 

We are reminded throughout Goin’ Places 
of the many things which contribute to the com- 
mercial film’s success. Its casting alone serves 
to illustrate that point by its well-chosen char- 
acters. The three leads in particular, Wilma 
Francis as “Kay,” Willard Parker as “Speed” 
and William Harrigan as “Mac” make a good 
picture a thoroughly enjoyable one; and the 
care in selecting characters down to the smallest 
“bit” part give these main characters the added 
advantage of background support. Attention to 
this detail and many others make Goin’ Places 
and its message thoroughly real, acceptable and 
inspiring to any Texaco Dealer from Kalamazoo 


to Keokuk. 








—in BOSTON see PATHESCOPE 
i FILMING in 16 mm plus color. 
*Add the local angle” 
i LIBRARY of rental film, 16 mm sound, 
“Sweeten up the program” 
id SERVIC E for your Amprosound or Filmosound. 
“Get a swell show from your swell picture” 
ad PROJEC TION service complete. 
“Just give us the film and forget the details” 


PATHESCOPE CO. 


Telephone 
438 Stuart St., BOSTON 


COM 0640 





Midwestern Producers: 





Deo you require 


a sereen of a particular size or fabric 
—in a model or design that you might 
have found difficult to obtain? If so 
—there is a definite Raven Screen 
that will conform to your exact 


requirements, 


Literature on Request 


RAVEN SCREEN CORPORATION 


314 East 35th Street New York 


[RAVEN 


PROJECTION SERVICE—EAST 


A COMPLETE ee, 
MOTION PICTURE DISTRIBUTION SERVICE 


In all phases for Theatrical and non-theatrical pic- 
tures. The non-theatrical service includes supplying 
projectors, screens, operators, etc., and transportation. 


King Cole’s Sound Service, Inc. 
203 East 26th St., N.Y.C. Lexington 2-678! 


Local operating points in upper N. Y.—N. J. and Conn. 
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COVER YOUR RURAL MARKET | 
WITH OUR 

16 M.M. PROJECTOR SERVICE | 

| 


Write Us For Quotations. 


x WATSON *x 


TALKING PICTURE SERVICE | 
249 Erie Boulevard West Syracuse, N.Y. | 


New England 


Complete 16mm. Motion Picture Service 
throughout New England. Competent oper- 
ators, excellent equipment and the knowl- 
edge necessary to handle your distribution 
problems properly. 


Stanley Dana Corp. 


263 St. John Street Portland, Maine 























| PROJECTION SERVICE—WEST 

















® Motion Pictures 
© Recording 


® Slide Films 


© Animation 
*% LATEST COLOR AND SOUND » 


Low Costs Will Please You 


FILM ARTS CORPORATION 


MILWAUKEE, WISCONSIN 
717 W. Wells St. Phone Daly 5670 





ALLIED FILM EXHIBITORS, Inc. 


672 South Lafayette Park Place - Los Angeles, Cal. 
EXHIBITORS OF 16MM. INDUSTRIAL AND 
PUBLIC RELATIONS FILMS. 

56 exchanges serving 250 communities in the 
Western Trading Area. 


Regional offices 
SAN FRANCISCO © PORTLAND * SEATTLE 














ANNUAL EQUIPMENT 


EE: commercial and educational film equipment pub- 
SOOUUHNEO UA GOEUH HALE UOAEEUU ALOHA = dished in the world! 


the most complete and only authoritative guide to 
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CLOSE-UPS cue LONG SHOTS 


® Memo: Put these changes of ad- 
dress into your file before we forget: 


Wilding Picture Productions, Inc. 
have opened convenient near-loop 
offices at 100 East Ohio Street, 


Chicago. > aa 


Castle Films, Inc., have moved 
from their quarters in the Wrigley 
Building to a new suite (2148-49) 
in the Field Building in Chicago. 

* * * 

Pat Dowling Pictures are located 

at 6625 Romaine Street, Hollywood, 


California. , 4, 


Phillip Andrews, editor of the 
famed U. S. Camera Magazine, has 
opened his own agency on New 
York’s Fifth Avenue, where he will 
direct the campaigns of camera 
firms, photographic supply con- 
cerns and a similar clientele. 


* % x 


Contributing to this issue: 

* A top-ranking executive in the 
field of safety sound slidefilm pro- 
duction is E. I. Woodbury, poster 


IN THE ANIMATION STUDIOS 
Production chiefs at Caravel Films, Inc. 
talk over sequences in pencil originals. 








The staff at Cartoon Films, Ltd. re- 
hearse action for a forthcoming cartoon. 





Ted Eshbaugh, New York, hits the 
board to create a commercial character. 





NuMBER SEVEN °¢ 1940 


division director of the National 
Safety Council, Chicago. In his 
contribution Safety on the Screen 
which appears on page 17 of this 





E. I. Woodbury 
National Safety Council 


number, Mr. Woodbury points to 
the slidefilm medium as an in- 
creasingly important tool of busi- 
ness and cites from his own ex- 
perience to prove its adaptability 
and success. 

New Color Development 

* From Carroll Dunning, Dunning- 
color Corporation executive, of 
Hollywood, California, comes word 
of a new, convenient service for 
users of small quantities of color 
slidefilm prints. Three-color prints 
of less than 50 in number, from 
Leica-size Kodachrome originals 
may be obtained through this serv- 
ice. Information should be obtained 
in regard to special photographic 
instructions if unfamiliar with pro- 
duction of the originals. 

Also announced is a new series 
of syndicated color subjects which 
can be utilized with standard phono- 
graphic records of popular musical 
selections such as South of the 
Border, God Bless America, etc. 
Crane Company Releases Two 
* Crane Company has released two 
sound slidefilms, The Heat's On and 
It’s Up to You, to be shown coast- 
to-coast to heating contractors. 
Camera, Inc., Chicago, was the 
producer. 

Art Director Commends Film 
@ “Like THIRSTY deer at a brook, 
the American people drink up fine 
pictures at every opportunity. The 
new color reproductions of western 
scenic views now being distributed 
by Standard Oil of California will 
have a definite influence in art ap- 
preciation and home decoration for 
years to come.” 

This is the judgment of Dr. Wal- 
ter Heil, famous museum director 
and art critic. The newest Standard 
Oil picture, “California Mission,” 
is now being distributed to mo- 
torists by Standard service men. 


sti] j= 
SUNN 


~ ovoid : 


/ SALES CO. Inc. 





oecccccceeee Wants another 


SOUND SLIDEFILM WRITER 
7 


so good we want to add another 
senior creative contact man to handle existing sound slide- 
film orders. 


BUSINESS IS GOOD 


Now PLEASE READ THE NEXT PARAGRAPH CAREFULLY. 


Unless you are now working successfully in an 
exactly similar capacity for another slidefilm pro- 
ducer, or unless your experience has recently in- 
cluded such work, please don’t answer this ad. 





But—If you are a thoroughly experienced and capable 

sound slidefilm writer and contact man (and by this we 

mean one with several years’ experience and plenty of bona 

fide samples of your work) we'd like to hear from you. 

Write to: A. G. Riprey, Jr. 

Editorial Manager 
Associated Sales Co., Inc. 
3123 E. Jefferson Ave. 
Detroit, Michigan 

P, S. We don't mind if you've had some motion picture 

wriling experience. 
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SING! 
§ DOUBLE 


WO EXTRA CHARGE 
FOR SECOND PERSON 


Howywoop 


NEARE 


VINE AT HOLLYWOOD BLVD. 





The ideal headquarters for busy executives. 

Hollywood Plaza Hotel is within easy access to 

radio and motion picture studios, leading the- 

atres and distributing agencies, famed night 
spots and sport centers. 


* 


PLAN TO MEET YOUR FRIENDS 
IN THE PLAZA COFFEE SHOP 
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ALWAYS BY 


RAILWAY 
EXPRESS 


They're first into the fastest trains, and first out on arrival. Prompt delivery to 
theaters, conventions, clubs, schools or private houses. Top-speed handling all 
the way. That’s RAILWAY EXPRESS service, at low, economical rates. And it’s 
just as fast and sure for promotion material, trailers, posters, stills, equipment 
and anything else that’s a “must.” Nation-wide coverage. 23,000 offices. Pick-up 
and delivery in all cities and principal towns, at no extra charge. For service 
phone RAILWAY EXPRESS. 





For Super-speed use AIR EXPRESS 
Special pick-up 


RAILW. 


AGENCY 


3 miles a minute. 
Special delivery 














NATION-WIDE RAIL-AIR SERVICE 

























America’s Greatest 


PLAYGROUND 
= HOT SPRINGS 


NATIONAL PARK, ARKANSAS 


Add healthful years to your life by exercising 
and toning up the system. Enjoy the moun- 
tain climate and all forms of recreation. Bathe 
in the famous medicinal waters of 47 U. S. 
Government-supervised Hot Springs. Stop at 
the Majestic Hotel for fine accommodations, 
single rooms with or without bath, and smart 
2, 3, or 4 room suites. Government-supervised 
bath house in connection. . .Moderate rates 
from $150. Two restaurants serving the finest 
of food. Beautiful Lodge on Lake Hamilton. 


HOTEL 


MAJESTIC 


APARTMENTS AND BATHS 
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Write For 
Pictorial Booklets 
Frank W. Byrnes, Mgr. 


HOT 
SPRINGS 


EASILY 
REACHED FROM 
EVERYWHERE 


%, OVERNIGHT. 


WS 















Y 
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Att hhlll at 








Zc“ MAJESTIC 


~~ = ~~ SW Sine! . 
Mirection-Southwest Hotels Inc. Mrs. H. Grady Manning, Chairman -R. E. McEachin, Gen’L Mgr. 
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VEW FILMS 


* How chemical coatings are vital 
considerations in modern industry 
and how they are important to 
everyday living is explained in the 
new all-color, sound movie, More 
Than Meets the Eye, released this 
month by Interchemical Corpora- 
tion. 

More Than Meets the Eye de- 
scribes the processes and research 
back of the manufacture of chemi- 
cal coating materials and shows 
how the requirements of the ulti- 
mate consumer must be taken into 
account in the manufacturing opera- 
tions. The enamel finish for a wash- 
ing machine, 











for example, must 
produce a surface so tough that it 
will resist the chipping and marring 
and the various deteriorating forces 
to which the product will be sub- 
jected in the user’s laundry. 

The functions of the various 
divisions and subsidiaries of Inter- 
chemical are outlined in the picture. 
These units are engaged in produc- 
ing printing inks, industrial finishes, 
textile colors, dry colors and pig- 
ments, press equipment, and vari- 
ous related products. More Than 
Meets the Eye was produced by 
Willard Pictures, Inc., under the 
direction of George Welp, Inter- 
chemical Corporation. 

The film has been prepared so 
that it will be of interest to manu- 
facturers of requiring 
chemical coatings and to the gen- 
eral public which uses these prod- 
ucts. Since much of the picture is 


products 


concerned with the production and 
application of industrial colors like 


This attractive modern theatre interior 


who attend showings of the U 


printing inks, pigments, finishes, 
and textile colors, there are many 
spectacular color effects. The movie 
is available for showings to manu- 
facturers, associations, or groups 
interested in chemical coatings and 
their importance both in industry 
and in our daily living. 


New Copper Films Are 
Released by Bureau of Mines 


® The great natural resources of 
Arizona and the inspiring panorama 
of scenic splendor that annually 
attracts thousands of tourists to the 
State are picturized in a sound mo- 
tion picture film recently announced 
by the Bureau of Mines, Department 
of the Interior, in cooperation with 
an industrial concern interested in 
the development of the State. 
(Phelps Dodge Copper Co.) The 
film, in 16-mm. size, and which re- 
quires 40 minutes for showing, is 
the latest addition to the Bureau of 
Mines film library, which now con- 
sists of more than 4,500 reels which 
were shown on over 100,000 occa- 
sions in 1939 to a total attendance 
of more than 9,000,000 persons. 

Copies of this sound film, in 
16-mm. size, are available for ex- 
hibition by schools, churches, col- 
leges, civic and business organiza- 
tions and interested. 
Applications for the film should be 
addressed to the Bureau of Mines 
Experiment Station, 4800 Forbes 
Street, Pittsburgh, Pa. No charge is 
made for the use of the film, al- 
though the exhibitor is expected to 
pay the transportation charges. 
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NEXT MONTH: RESERVE NOW! 
BUSINESS SCREEN’S 2ND 
ANNUAL EQUIPMENT GUIDE 











awaits New York World’s Fair visitors 
S. Steel Technicolor motion picture, Men Make Steel. 
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4 Views like these from the broad tower win- 
dows at 20 North Wacker Drive illustrate the ~ 
advantages of unobstructed light and fresh au A 
available in typical offices such as the one shown 
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% With an unobstructed view of the entire city and lake front from the broad 








| 
' 
I expanse of oversized windows in every suite, tower offices on the upper twenty 


| floors at Twenty North Wacker Drive offer the city’s finest business locations. 


FREIGHT 


Here again the unique architectural advantages of this building are real assets to 
= = - 


the prospective resident. A majority of the office spaces get cross-ventilation of 








lake breezes from east to west; end of building offices enjoy the maximum of 





| daylight illumination from three sides. As in all parts of the building, floor 


ROOM! roll 
ADVIERTISING 


layouts permit real economy of working area in small offices as well as those 


up to the maximum 15,000 square feet area permitted on these upper floors. 








SUPPLIES -STORE ROOM 


Other Convenient Service Facilities: 





For executives and their employees, a modern public restau- 





rant is also available for breakfast, luncheon or dinner service. 


The Opera Buffet on the street level is a favorite after-hours 





rendezvous. Other service facilities include the completely- 


TABULATING 


“7 


equipped building barber shop, tailor and valet and the Safe 


OFFICE MGR. 





Deposit Vaults just off the main lobby. 


Witte 
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IN THIS SPACE NEXT MONTH: 
# How to select your Business Home for 
the coming year. The advantages made 
possible at Twenty North Wacker Drive 
by scientific planning of office layouts, 
UH! designed for maximum comfort and effi- 
ciency, are thoroughly analyzed for execu- 
tives contemplating Chicago office changes. 














GENERAL OFFICE 
| 
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Appress ALL INQUIRIES TO THE OFFICE OF 


THE PRESIDENT Mr. J. C. THompson ciith Ath 








\T THE CENTER OF CHICAGO BUSINESS + THE CIVIC OPERA BUILDING 


“) NORTH WACKER DRIVE 




















The broad public service rendered fact that American business is 
by the Household Finance Cor- both human in its ethics and 
poration, stands out in the small constructive in its outlook. 
loans business like Shakespeare’s 
: a At the left are scenes from 

**good deed in a naughty world. . . 

) the Household Finance motion 
In this program of educational picture, “An Evening With Edgar 
service, pictures have played a Guest,”’ which is featured in the 
notable part — demonstrating company’s exhibit at the New 
dramatically the oft forgotten York World’s Fair. 
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The : 7. M H A N D Y Onganization 


Sales Meetings @ Slidefilms ®@ Talking Pictures ® Convention Playlets 


OF Meee Mim el) Fae 


. . . . 
* New York * Hollywood * Chicago * Detroit * Dayton * Wilmington 
19 West 44th Street 7046 Hollywood Boulevard 230 N Michigan Boulevard 2900 East Grand Boulevard 702 Mutua! Home Building 922 Shipley Street 
VAnderbilt 6 } HEmpstead S809 STAte 6758 MAdison 2450 : ADams 6289 Wilmington 4240! 


There is nothing wrong with American 


business that better salesmanship ean't cure. 





